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YOU'LL LEAD IN MOWER SALES 





_— 








THE MIDWEST 


Strong, rugged construction — 6” 
reel— best malleable spiders and 
roller hangers—4 heat treated tool 
steel blades—positive cutting bar 
adjustment—an easy running, beau- 
tifully finished, low priced mower— 
a positive leader against the worst 
kind of cut-throat competition. 





Eclipse also builds a power mower which is 
marketed exclusively through Independent 
local hardware merchants, thus offering the 
Eclipse dealer a source of additional profit. 


1927 1928 1929 1930 I935I 


Eclipse Lawn Mower 
sales for 1930 surpass 
any previous season. 


IQS] 


A wide range of models—quality merchandise—exclusive and 
protective dealer franchise—direct to dealer selling—low 
freight rates and prompt delivery from central distributing 
points—these are the basic advantages which have enabled 
Eclipse dealers to keep their lawn mower sales on the up- 
grade year after year. 


But more important, even than these, is the established 
Eclipse policy of building lawn mowers that will meet and 
beat competition in both price and performance. 


If you want to secure volume lawn mower business and make 
money—by all means get the Eclipse proposition for 1931. 











ECLIPSE MACHINE COMPANY, Dept. H.A. Prophetstown, Ill. 
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have a washer that WINS in competitive demonstration. 
Dexter dealers welcome such demonstrations, for Dexter 
Fastwin always wins (1) because it actually washes twice as fast 
as any single tub model; (2) because its ““two-successive-suds” 
method washes the clothes clean without soaking, boiling or 
hand rubbing; (3) because it finishes every lot of clothes in 
clean hot suds, without the necessity for changing the water; 
(4) because it saves half the labor as well as half the time of 
the. usual washday schedule. 
These are only a few of the outstanding reasons why Fastwin wins For Homes Without 
in competitive demonstration. Let us tell you the whole story. ci. tricity 


There is an ample warehouse stock of Dexter washers near you. Dessee Facade souertd witha eesy- 
starting, world-famous Briggs & Stratton 
4-cycle, 1 H. P. gasoline motor, built-in. 


- . Simple st tarter; ibration; 5 
Te DEXTER iniefialel, Sala pep, stan oo, enti oe 
© Lowa. dependable service. 


J" THESE days of keenly competitive selling, you must 
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They both sélect 
Brown & Sharpe Tools 


Skilled mechanic or apprentice, 
both select the same tools—Brown 
& Sharpe. 


These tools are selected by the ex- 
perienced mechanic because their 
quality and reliability have been 
proved by years of use. And, the 
apprentice naturally selects them 
upon advice of the “old timers”. 


It’s good business for you to fea- 

ture the tools which are readily 

accepted by your mechanic. trade. 
Keep a stock of our Small Tool 
Catalogs No. 31 on hand for 


your Tool Customers. Brown & 
Sharpe Mfg. Co., Providence, R. I. 


Brown & Sharpe Tools 


“WORLD’S STANDARD OF ACCURACY” 
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OW 


Vanadium 


oil 
satisfactory margin 
for our customers! 


The RETAIL PRICE of a man’ssized (No. 
144—16 ounce) Vanadium Hammer is 
NOW 88c,—not the small No. 2 size, but 
your seller, Size 11. 


We feel an obligation to supply our custom- 
ers, when possible, with Hibbard merchan- 
dise at the price they need to meet challeng- 
ing competition. 


If “price atmosphere” is good for the “Big 
Retailer”, it is good for the Aggressive 
Independent. 


The Retailer who USES the RIGHT LEAD- 
ERS and the RIGHT ADVERTISING of 
Leader Prices can make his customers under- 
stand and believe that ALL his prices are 
RIGHT, 


Co-operate with the Wholesaler 
Who Co-operates with You 


s ; te ™ 
a8 fe j iy ~ 
= “AP & 
rae & a 
ao 7 4 Tay 
4 @ Es 
raat | 





RETAIL 


Full size I\ 


Coa 12) 







No. 88 Hibbard Finest Vanadium Claw Hammer 
Full Size 16-0z. Head—13-in. Handle 
Head made of tough, fine-grained Vanadium alloy steel, 
individually tempered and tested. Beautiful pattern, octa- 
gon neck, round bell poll, full polished head. Highest 
grade white hickory handle, octagon neck, oval grip, firmly 
held with patented S wedge. 


Unconditionally guaranteed by 
Hibbard Spencer Bartlett & Co. 


HIBBARD, \PENCER.RARTLEITA@. — 


CoH CAS OS 


211 EAST 


WATER ST. 
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Hofietaking is always pleasant f 


Ir the element of speculation could be elim- 
inated, how easy it would be to make money, 
but when the gambling feature is introduced, 
losses may take the place of profits on some 
transactions. The selling price is always un- 
certain. 

q Merchants who bought competitive jar 
rubbers last season found selling prices 
equally unstable. Many brands which for- 
merly sold to the dealer at 60 and 65 cents 
were turned over at 45 to 50 cents and 
dealers who had experienced no difficulty in 
retailing them at 10 cents were forced to meet 
the chain-store price of 5 cents adozen on the 
verysame brands.Thus the gambling element 
found its way into jar ring merchandising. 









«| jobbers and dealers who continued to put 
their effort on Good Luck rubbers met an en- 
tirely different situation. They made their 
profit this past season exactly as they have 
for a dozen years or more. The reason is that 
Good Luck quality and Good Luck price go 
hand in hand,—from the consumer who does 
not question the price of the rubber she 
knows she can trust, up through the chan- 
nels of distribution, where jobber and dealer 
make their legitimate profit on every sale. 
q Play safe on jar rubbers this year! Stop 
gambling with competitive brands and un- 
certain markets. Profit-taking is an assured 
part of every Good Luck sale! 





nt 


be y product of THE ' BOSTON WOVEN He HOSE AND RUBBER CO. 


CAMBRIDGE, MASSACHUSETTS U.S.A. 
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PRICE AND QUALITY CONSIDERED— 


~,UNIVERSAL. . 
CIRCULATORS ARE THE 
GREATEST VALUES ON 
THE AMERICAN MARKET 


NIVERSAL not only offers the important sales ad- 

vantage of low price —but in addition presents a 
complete line with sizes ranging from a 14 to a 21-inch 
fire pot. Thus making it possible to meet any residential 
heating requirement —from the smallest bungalow to 
an eight room house. 

















Universal Circulators, with their heavy cast inner heating 
units and cast double door construction, are built to last. 


It is no rare occurrence to discover in various sections 
of the country, Universal stoves which have given con- 
tinuous service in the home for thirty or forty years. 
Only lasting quality construction can create such a 
‘ remarkable record. 


With their beautifully grained walnut porcelain finish 
and gracefully designed cabinets, Universal Circulators 
are exact reproductions of the finest cabinet work — 
embodying superb beauty as well as outstanding quality. 


Further, the Universal dealer does not have to create 
his own sales campaign. The Universal Resale Plan is a 
sales producer. It enables the dealer to gratify his nat- 
ural desire for “Volume Sales at a Profit.” 


Considered in connection with their high standard of 
quality and exceptionally low price — Universal offers 
you greater value per dollar of cost than any coal-wood 
circulator on the American market —regardless of price. 


Send in the coupon for complete information. 





4 
CRIBBEN & SEXTON COMPANY [sitters sexton ce a 
700 N. Sacramento Bivd., Chicago, Ill. | 
Manufacturers of Heating Appliances for over half a century 7 Send us complete heretic and prices on 
700 North Sacramento Boulevard » » » Chicago, Illinois Universal Coal-Wood Circulators and Ranges. | 
BRANCHES: Denver » Portland » San Francisco tis seS St As ee | 
DISTRIBUTORS , ie ee Se eS ae ee | 
» NAL Buffalo, N. Y. ; K ity, Mo. , . 
Geo. by some eotty Co. Martin Fisher & Sons Stowe Hdw. & Supply Co. | Address = Se i acw i ~~ Ses Santee Sees | 
Boston, Mass. Dallas, Texas Pittsburgh, Penna. Ic: 
Universal Appliance Co. Huey & Philp Hdw. Co. Adams Sales Corporation * SiG oan So. 5 ee, se: State 25. #2. ks. 3 | 


NATIONAL WAREHOUSING FACILITIES ASSURE PROMPT, EFFICIENT, ECONOMICAL SERVICE ANYWHERE IN THE U. 5. 
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Won More Than FIRST PRIZE 
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To Help You Sell Tools 


The True Temper Tool Display Stand. 
A real merchandiser for True Temper 
Tools. Furnished free with an order 
for our teols. Write for our offer. 


IRUE 1EMPE, 








ih HIS display window won first prize in the 
National True Temper Window Display 

Contest for the Steel Hardware Company 
of Wichita, Kansas. 


But it won more than that. It won an increased 
business on a staple hardware line, sold through 
hardware stores. 


The Steel Hardware Company writes us as 
follows: “Our display featuring True Temper 
Garden Tools occupied one of our main windows 
and the increased sales were indeed gratifying.” 


Not every merchant can win a first prize in a 
window display contest, but he can win increased 
business by stocking and displaying True Temper 
Farm and Garden Tools. We make a tool for 
each farm and garden task—these tools can be 
sold every month in the year and we guarantee 
them to be “the best that can be made.” Your 
jobber can supply the tools you need promptly. 


The American Fork and Hoe Company 


Makers of Farm and Garden Tools for Over 100 Years 
General Offices: 1940 Keith Bldg., Cleveland, Ohio 


Factories: Wallingford, Vt.; Ashtabula, Ohio; Geneva, Ohio; Jackson, 
Mich.; Montrose, Iowa; Fort Madison, lowa; Memphis, Tenn. 


FARM AND 
GARDEN 
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ELECTRIC 
APPLIANCES 


Send for Your Copy TODAY 


one, 


You'll want a copy of the new Coleman Electric * ) 
Appliance Catalog for yous, reference file. And ; 
we want every interested dealer to have one. 
Just fill in and mail the Coupon “and your. ds 
willbe sent you promptly, 








Hardware and \-L 
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TRADE 


Here's an opportunity 
you’ve never had before. A chance to go 
after the electric appliance business in your 
trade territory under conditions beneficial 
to you! To handle and sell a new line of 
electric appliances designed particularly for 
the hardware and housefurnishings trade. 
A line distributed through your regular 
jobber under a policy that protects you! The 
NEW COLEMAN ELECTRIC APPLIANCES. 


A quality line all through. New Chrom- 
ium Plate finishes. New beauty. Appealing 
new features fully a year ahead of today. 
A line priced to assure you a good profit. 


Here’s the catalog that tells all about 
them. How they operate. Why they are 
so much better. A catalog filled with power- 
ful arguments that make Coleman Electric 
Appliances easy to sell. 


One of the handsomest catalogs ever offered 
to the trade. Profusely illustrated with large 
plates of the products, views of the important 
new structural imaprovements, scenes showing 
the Appliances in use. A beautiful example of 
the printer’s and engraver’s art. A catalog that 
shows today’s most striking and advanced line 
of Electric Appliances . . . richest in profit 
opportunity for you! . 


THE COLEMAN LAMP & STOVE COMPANY 
ELECTRIC DIVISION 


General Offices: Wichita, Kansas, U.S. A. 
Factories: Wichita, Chicago, Toronto 
Branches: Philadelphia, Chicago, Los Angeles (ED2) 


The Coleman Lamp & Stove Company 
Electric Division, Wichita, Kansas 


Gentlemen: Would like to have a copy of the new 
Coleman Electric Appliance Catalog No. 1. Send to 


Name 





Address 





City State 
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ALWAYS FAR 
IN THE LEAD 
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NEW 
a WATER 
ee HEATERS 


Castiron water coil. 
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No. 407 

PURITAN Water 
Heater. Two Giant 
Puritan Burners. 
Cast iron water coil. 







e 









PURITAN Water 
Heater. One Giant 
Puritan Burner. 
Copper water coil. 






GIANT PURITAN BURNERS 
Give Water-Heating Advantages 







AY the efficiency, esa and speed of the 
Giant Puritan Burner are utilized in 
these four sturdy new water heaters. 






Here’s new profit for you, new hot-water 
satisfaction for your customers .... in the 
five big water-heating advantages of the 
new Puritan line: 


1. SAFETY .. . Cannot overheat 

2. LESS CARE .. . Little attention required 

3. HIGH EFFICIENCY . .. Fast, clean, economical 
4. MORE POWER... “55% more heat” 

5. DEPENDABILITY . . . Guaranteed by Perfection 


Sizes for every type of installation, all of 
rigid pressed-steel construction. Two with 
copper coils, two with cast iron. 


New design completely prevents any conden- 
sation from getting into the burners. Com- 
bustion tubes are guaranteed for life. 


Additional information in our new booklet, 
yours for the asking. Write today. 
e « e 
Perfection and Puritan oil stoves and 
heaters are sold only through retail 
dealers, not through mail order houses. 


PERFECTION STOVE CO., 7590-D Platt Ave, Cleveland, O. 


PURITAN@™(ae, 


PRODUCT OF PERFECTION STOVE COMPANY 
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PURITAN Water 
Heater. Two Giant 
Puritan Burners. 
Copper water coil. 
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B eats 
Price Cutting! 


SAYS 


Southern 
Merchant 


ILLIAM HOLLEY, general manager of 

L. E. Holley & Co., Gunnison, Miss., 
doesn’t worry much about price competition 
these days. He has discovered a success- 
ful way to attract the more profitable sort 
of customers by the appeal of tested 
quality and guaranteed satisfaction. 


Mr. Holley’s way is to make a special fea- 
ture of merchandise advertised in—and 
guaranteed by— Good Housekeeping. On 
May 30, Mr. Holley wrote: “Featuring goods 
guaranteed by Good Housekeeping means 
more to us than all the price cutting we could 
possibly do... If makes our customers 
have more faith in the merchandisewe sell.” 


Allmerchandise advertised in Good House- 
keeping carries a straight money-back 
guaranty. All household devices and ap- 
pliances must first be tested and approved 
by Good Housekeeping Institute before a 
line of advertising may appear. To pass 


GOOD 


HOUSEKEEPING 





these laboratory tests a product must meet 
exceptionally high standards of quality, 
efficiency and economical performance. 
For 25 years Good Housekeeping has been 
educating people to depend on its en- 
dorsement. Naturally hundreds of thou- 
sands prefer the merchandise it guaran- 
tees—and prefer to deal with the mer- 
chants who sell it. 


You can easily prove that Mr. Holley‘s 
way is a profitable way. Check your stock. 
Learn what items are advertised in—and 
guaranteed by—Good Housekeeping. 
Then feature them. To help you we will 
send free display posters (illustrated here). 
Thousands of merchants are using them to 
turn confidence into sales. To order post- 
ers, use the coupon. 


| Chale lalelelielinlolalelelelelalialaleleaielaianiaielalelaialalsieohealelelehelehelealelelelelelelale 


GOOD HOUSEKEEPING TRADE SERVICE 


57th Street at 8th Avenue, New York, N.Y. we a 


Please send list of currently advertised guaranteed 
merchandise and free window cards. 


Name of Store 
Street... 


i) ee. 


Number of windows you will use.....................--..0.----.. 
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You can recommend these bolts 


It is virtually impossible for 
your customer to distinguish 
between good bolts and nuts 
and ordinary ones. They all 
look much the same over the 
counter. That is why Bethlehem 
Steel Company stamps an “A” 
on the head of each bolt. The 
“A” on the head of a Bethle- 
hem Bolt is not only a mark of 
identification. It is a mark of quality as well. 
Bethlehem Bolts and Nuts possess the high 
quality you would naturally expect in the 
product of a large steel-making organization 
with a half-century-old reputation for mak- 


BETHLEHEM 
BOLTS ano NUTS 








to your customer with confidence 


ing quality steel and steel 
products. Selected Bethlehem 
steel is used in the manufac- 
ture of Bethlehem Bolts and 
Nuts. The threads are cut clean 
and accurate. The bolts are 
carefully inspected, and come 
to you in strong, neat pack- 
ages. They are as good bolts as 
can be made. 

The “A” on the head of a Bethlehem Bolt 
indicates known quality. It marks a bolt that 
you can recommend to a customer with con- 
fidence; a bolt he can buy with the assurance 
that he is getting sound value for every dollar. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, 
Detroit, Chicago, St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San 
Francisco, Los Angeles, Seattle, Portland, Henolulu. 
Export Distributor: Bethlehem Steel Expert Corporation, 

25 Broadway, New York City. 
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‘New 


At last the shovel enters the class of 
the fine tool. From their blue tempered 
alloy steel blades to their blue dee grips, 
Beall Bros. new Biu-Temps are some- 
thing better, finer, and more salable than 
has ever been offered to dealers before. 


eA Dealer’s Tool 


Ever since Beall Bros. started manu- 
facturing shovels, they have designed 
them for the retail trade, and in Buvu- 
Temp they provide the last word in a 
self-selling shovel. Dealers will not 
have to explain the merits of this tool. 
They are self-evident. 

Biu-Temp blades are tempered to the 
fine blue that stands in the eyes of every 
man as the measure of tough, durable, 
elastic, and true tempered steel. The 
handles are made from selected northern 
ash timber, and look as strong as they 
really are. The grips, painted an at- 
tractive blue to sank the blade, set off 
the entire shovel in a manner that makes 
it appear an obviously better tool. 


You Will Make More 
“Money on 
BLU-TEMPS 


Biu-Temes will sell for a higher 
price, of course. They are worth more 
and your trade will expect to pay more 
for such a fine tool. To you, ete 
the cost of these tools is very little 
more than ordinary shovels. You can 
make more profit by selling Bru-TEmp 
shovels. 


BEALL BROS. 





eSATA HS 


This is something new in shovels. Be 
the first to offer Biu-Temps to your 
trade. Profit by the demand that is sure 
to come for a finer tool. 


BLU-TEMBPS are sold through ex- 
clusive distributors. Write for the 
name of the distributor nearest you. 


Blades 


Solid shank alloy steel blades with open back and extended 
sockets are standard in all B.u-Teme shovels. The blade 
and socket are rolled in one picce from bar steel, and have 
no welds. The front extension of socket strengthens the 
entire shovel and the open back permits tightening of 
handles which, however, is rarely necessary in this type 
shovel. We can also supply this shovel with closed 


back socket. 
Handles 


In all Bru-Temp shovels we use only high grade 
selected northern ash handles, and can furnish any 
standard type of dee or long handle wanted. The dees 
of all dee handle shovels(excepting standard wood dee), 
and the tips of all long handles are lacquered blue to 
match the Biu-Temp blade, and all handles are given a 


high grade wax finish. 
Heat Treatment 


The blades of all Biu-Temp shovels are heat treated 
and re-tempered to the highest and most practical 
degree of hardness, toughness, and flexibility. The true 
blue color of all Biu-Teme shovels is a positive proof of 
true tempering, and is not a lacquered finish. 


Packing 

Biu-Temp Shovels are bundled in a standard size 
package containing six shovels. When ordered in 
standard size packages, they will be shipped in cotton 
bags for the protection of labels and finish. Buy Buv- 
Temp Shovels in standard packages, and when you re- 
ceive them they will be as bright and unmarred as the 
day they leave our factory. 













GUARANTEE 


Every BLU-TEMP Shovel carries the 
manufacturer’s guarantee against defects 
in workmanship or material. We will 
replace free of charge any shovel 
that proves defective. 
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Alton, Illinois 


Manufacturers of all standard types and styles of Shovels, Spades and Scoops 
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AMERICAN 


ess Appliances Go 

Complete Gas Cooking 

=) Heating Lighting Service 
Sor every Home 
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KITCHENKOOK 


Is for the Independent Merchant 


If you have the Kitchenkook agency in your 
town, you are free from cut price competition 
from all sources so far as your stove business 


is concerned. 


Kitchenkook good will, developed by a third 
of a century of honest and progressive manu- 
facturing, is your exqlusive property. ‘Kitchen- 
kook National Advertising in your trade 
territory is wholly for your benefit. 


To your customers Kitchenkook means a beauti- 
ful, fast-working, clean and economical cook 
stove; the equivalent of city gas service for 
every home. To you it means the exclusive 
sales franchise on a line of fast selling, profitable 
merchandise. 


Kitchenkook is a real opportunity for you as 
an independent merchant, and a challenge to 
your mettle. It’s a perfect medium for the 
expression of your merchandising ability. 


American Gas Machine Company, Inc. 
ALBERT LEA, MINNESOTA 


78 READE STREET, NEW YORK, N. Y. 


4242 HOLLIS STREET, OAKLAND, CAL. 


Canadian Distributors: GENERAL STEEL WARES, LTD.—Branches Across Canada 









AM E IRI CAN 





Economical Gas Service - for Every Home 
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YOUR 
COPY 


IS 


READY 


Send 
for it 


Now! 
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The new Sylvania Lamp Book is off the press. Write 
your name and address in the coupon we've provided 
and we'll see that you get your copy. 


You'll want the ideas this book contains. * You'll want 
to know all the details about Sylvania’s new plans to give 
you bigger lamp profits, through national broadcasting, 
backed by excellent intimate dealer helps, especially a 
great new kind of lamp merchandiser. 


NILCO LAMP WORKS, Inc. 


Emporium Pennsylvania 
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g Nilco Lamp Works, Ine. 4 

g Emporium, Pennsylvania 4 
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g Mail a copy of the new Lamp Book to a 
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Licensed Under General Electric Company’s Incandescent Lamp Patents ‘2 SR BSB eee ee eee ee 
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DOOR HANGERS 
Jor Sliding Doors on Barns, 
Garages ,and other Buildings 


Sliding doors are usually exposed to the elements. Summer 
heat! Summer storms and showers! Winter cold! Winter 
rain, ice, sleet and snow! Contraction, expansion, sagging, 
warping, binding—here are the contending factors that stand 
in the way of perfect sliding door service. 


















To overcome all of them and to give users the assurance of NO. 7 
uniform all-year sliding doorways—through all seasons, 
through all weathers—Myers gave to the world Stayon and 
Tubular Door Hangers with flexible, stayon and adjustable 
features, with steel roller bearings and with many other im- 
provements that are responsible for easy operating, storm, dirt 
and weather proof sliding doors on barns, garages, storages 
and other buildings. 


From the time they were first introduced Myers Stayon and 
Tubular Door Hangers have been successful. Their sale and 
distribution has increased year by year. There are tens of 
thousands of sets of Myers Hangers, and mile after mile of 
Myers Door Hanger Track in use today. By satisfactory per- 
formance they have proved their right to first selection by °: 
discriminating buyers. And with a style and'size for any style, NO. 5 
size or weight of door, they have created a market of wide 
consumer appeal that ts being profitably filled through many 
dealers. 

If you are looking for increased door hanger business, the 


Myers line of Stayon and Tubular Door 
Hangers and Tracks will help you secure it. 





























Your inquiries will be appreciated. 









me E. MYERS &: BRO.Z CO. 
ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every 
WATER SYSTEMS-HAY and GRAIN UNL t TOOLS - TORY end 
WS 'GARAGE DOOR HANGERS STORE CaooEns rte 4 
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| NEW GOODS— 
| NEW PRICES— 


Fall Leaders in 
Electrical Appliances 





i 


+ 





Announced by 
LANDERS, FRARY & CLARK 


Master Metalsmiths for 85 years 
Since 1912 Expert Electrical Manufacturers 


BUY THROUGH YOUR JOBBER 


Liberal Trade Discounts 
from Special Sale Prices 


LANDERS, FRARY & CLARK 
NEW BRITAIN, CONN. 























HARDWARE AGE for JULY 31, 1930 





A New Ingersoll Dollar Watch 


k OR the merchant who wants a leader in the low-priced watch field, THE INGERSOLL. 
WATERBURY Co. is bringing out a new “Ingersoll Dollar Watch” —with the name 






“Ingersoll” on the dial. 


By a long stretch, far and away ahead of all competition, the Ingersoll Dollar 
Watch offers the best possibilities as a leader —because with its name and reputa- 
tion it IS the leader beyond all dispute or question. Not the least-of the reasons 
for its leadership is the famous Ingersoll Dollar Watch slogan: 


The Wateh that Made the Dollar Famous 


—a slogan that is held up by experts as the greatest ever devised. 





The new Ingersoll Dollar Watch will pay the merchant a little less than the normal 
Ingersoll percentage of profit (no one can expect full profit on a leader), but it 
will sell fast and in addition bring you substantial business on other watches of 


the Ingersoll line, which yield you the full margin of profit. 


Si 
& 
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oa 
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And don’t forget that the Ingersoll Dollar Watch, carrying the famous Ingersoll 
name on the dial, automatically cashes in on the most extensive national adver- 
tising campaign ever maintained by any manufacturer of low-priced watches—a 


campaign which features the full-profit sellers. ee 


The price of the Ingersoll Dollar Watch to the dealer is 77c. It may, of course, 
be assorted with other Ingersolls to obtain the quantity discount. Window dis- 
play FREE with your order for Ingersoll Dollar Watches. 


THE INGERSOLL-WATERBURY CO. 


INGERSOLL WATCHES AND CLOCKS New York +; Chicago * San Francisco + Montreal WATERBURY CLOCKS 
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Thanks to Regional Conditions 
—To Strategic Location— 
KANSAS CITY IS PROSPERING 


C(Qurre are the brightest spots on today’s business map? Kansas City is one. Year after year, 
regardless of general conditions, businesses located in Kansas City expand and grow in response to 
the demand of 19 million people for service and economical delivery. In swbnormal times, Kansas 
City branch plants frequently show profits when houses in other cities are struggling to break even. 


9 If you do not know the Kansas City of 1930, you owe it to yourself and your business to get 
acquainted. Construction is at its height. Industry after industry shows sales records equalling or 
surpassing the first six months of 1929. More of the nation’s capital is being invested in Kansas City 
construction and industry today than ever before. And Kansas City has no unemployment problem. 


§ This situation at a time when other sections are hesitating foretells continued and increasing prosper- 
ity for manufacturing organizations able to serve Kansas City’s 19-million-territory from Kansas City. 








NEW INDUSTRIES NEEDED 


One by one, industries are moving to 
their principal markets. § Comparative 
freight rates in all classifications prove 
that commodities can be delivered 
more economically to one-seventh of 
the nation’s population from Kansas 
City. J New industries are now needed 


CONSTRUCTION 


Never in any period in its history has 
Kansas City witnessed such construc- 
tion activity in its downtown area. 





§ Practically every new building was 
financed with capital from other sec- 


tions by investors who investigated 
and determined on Kansas City as 
one of the nation’s soundest cities, not 
only today but for many years to come. 


in Kansas City to round out its man- 
ufacturing production and provide 
locally made commodities that now 
must be purchased elsewhere. 


NEW INDUSTRIES 


Steadily, new industries are coming to 
Kansas City to cultivate this 19-million- 
market more intensively, more economi- 
cally. Industries bound to other centers 








LET’S LOOK AT THE FACTS 


If you are a sound, going concern, this 
organization will place the facts before you. 
In the strictest confidence, competent en- 
gineers will give you an understandable 


survey of every phase of the production 


for generations are finding Kansas City 
and marketing of your line in Kansas City. 


profitably receptive to their products. 
§ If you wish a confidential survey, write 
us on your business letterhead as indica- 
tion of bona fide interest, without obliga- 
tion, of course. 


§ Industry here finds every production 
advantage, plus this market of 19 million 
people reached more economically from Kansas 
City than from any other metropolis. 





INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE 


INDUSTRIAL COMMITTEE, 
CHAMBER OF COMMERCE, 
KANSAS CITY, MISSOURI. 


Please send me the facts about Kansas City. I am 














M } s% S O U R } interested in the industry. 
Name 
Address 
City ).4.. Siam ie 








{I saw your advertisement in Hardware Age} 
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SPs BISSELL’S 


V : 
Kv? With “Hi-Lo” Brush Control 
So sweeps every floor covering—easier! 

















e 
rt 
BISSELL CARPET SWEEPER CO. Ff 
Re GRAND RAPIDS, MICHIGAN a Ps 
New York Office and Expt. Dept., 46 West Broadway, New York, N. Y. 4 
s 
Strong’s ‘Stainless’? Enamelware Z 
ee 
This “Stainless” White -c- : 
Enamel Vegetable Pan 

is designed to preserve 

the original freshness 

and crispness of vege- 
tables. Will not dis- " 
color or show stains al 
: 


from contact with fruit 
and vegetables. Slid- 
ing cover permits at- 
tachment to shelf of 








any refrigerator. Saves 
space. Send for prices. Information on complete line of 
Kitchen Utensils in the new “Stainless” enamelware sent 


upon request. 


The Strong Manufacturing Co. Sebring, Ohio 
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LAWN.TIME is SELLING-TIME 
for this Profit-Pulling Item 


Strike while the iron is hot. Push Union Rubbish Burners 






this Fall! 


now. Home owners are yard-conscious. Bonfires, disposing of 
—— are as safe as they are convenient in these heavy welded 
steel wire containers. 
Sales are easy and the profits good—even on the Union “Safe-T” Big changes coming in Vacuum Cleaner, Electric Washer field 
pec eye aoe which retails for only a dollar. Write for new —changes in price—changes i in merchandising methods. 
ce eet. 
Watch Bee-Vac—for new low prices—new models—entirely 
] * * 
UNION STEEL PRODUCTS CO., Albion, Mich. new and different products. Get your name on our mailing list 











UNION RUBBISH BURNERS for advance information. 
(RES "6046 Ramlecten ive, Calenen eee 
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gel roll an AcME Ball Bearing 
Caster on the counter. That is all 
you have to do to sell “AcMEs.” 
Smooth, silent operation does the 
rest. 


ACME Casters move the heaviest fur- 
niture readily and without effort. No 
damage to floors, rugs or carpets. 
People with good taste and judgment 
ask for “acmEs.” Here is a splendid 
opportunity to build up a caster busi- 
ness. A letter to us will bring a 
sample and full details. 


THE SCHATZ 
MANUFACTURING 


COMPANY 
Poughkeepsie, New York 


Acents: J. C. McCarty & Co. 
258 Broadway, New York City 





BALL BEARING 


. Casters 
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National Advertising 
is selling the Ray-O-Vac line 


for you 


i me Saturday Evening Post, Liberty, 
Collier’s, The Literary Digest, The 
Country Gentleman...over 10/4 million 
buyers reading the Ray-O-Vac story each 
week, buying Ray-O-Vac Flashlights, 
Batteries, Tubes. Keep your Ray-O-Vac 
products well displayed and cash in on 
this tremendous nation-wide campaign! 


Your jobber will supply you—without 


delay with what you need to keep 
your stock up. 


FRENCH BATTERY COMPANY 
MADISON, WISCONSIN 
General Sales Office: 20 North Wacker Drive, Chicago 





“A”, “BY” and “C’’ Radio Batteries; Aircraft and Autoradio 
Batteries; Telephone, Ignition, and Flashlight Batteries; Rotomati 
and Standard Flashlights; Licensed Radio Tubes. 
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PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. "*,Z20~Easmet Dia! 


282 East Ohio Street, Chicago Ne. G80—Glass Dial 


Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 














The Outstanding Roaster of 
the Day! 


The Cream City ‘‘Juicy- 
Krisp’’ Roaster represents 
one of the greatest de- 
velopments in roaster de- 
sign. Water in the lower 
pan is transformed into 
steam which passes 
through the perforation, 
keeping the roast juicy 
without basting. When the 





vents are open the roast 

browns to a_ delicious 

crisp. 

You will find the-roaster a big seller . . . Feature it. Complete information 

will be sent upon request... . . Seamless enameced ware... three colors 
. two sizes. 


GEUDER, PAESCHKE & FREY COMPANY 


2-16 15th Street - Milwaukee, Wis. 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


r 
SIDERING PASTE 





Sample free 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 











Sarery Foul 


e Can Opener 


ITS A WINNER ! 


Another Vaughan Hit! A little giant can opener that 
cuts the top out of all sizes and shapes of cans wih 
ease and saves the juices. 
8 Exclusive Features of Safety Roll 

Cuts clean, leaving a safety curled edge. 
Operates with ease and smoothness. 
Opens all cans, large or small, round, square or 
oval. 
Will not shave or splinter edges of can. 
Cutter is made of high grade tool steel. 
. Excellently finished—all parts polished and nickel 

pla ed. 
. Internationally advertised to create a demand. 








whom 


= 


au 


. Startling low prive. ee aS _ 
A wonderful kitchen tool and sure-profitable- -seller. the Vaughan ‘Kleen 
Free sample and prices sent on request to rated firms. yt’? Can Opener in- 
VAUGHAN NOVELTY MFG. CO. | a 
Manufacturers of Quality Kitchen Tools changed. Same Qual- 

3211 Carroll Avenue Chicago, U. 8. A.  ity—Same Price. 


ona 
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U. S. 
Refrigerator Pan 
No. 148 


Restores the Freshness 


and Crispness to Wilted 







GS, Vegetables 
For any Type Refrigerator 
Size 131 in. x 8 in. x 4 in. Deep 
Sliding Type Cover 
Heavy Steel - Stainless Triple Enameled 


Manufactured by 


United States Stamping Co. 
Moundsville, West Va. 








Desolvo 


Drain Pipe Cleaner 
and the cold water stand- 
ing in the drain is all that 
is needed to remove the 
stoppage. 

Desolvo will not harden 
in pipe nor harm the 
plumbing. 





Now Sold at Popular Price 
More PROFITS for YOU 
Get It from Your Jobber 











MANUFACTURED BY 


THE CHAMBERLAIN CO., Pittsburgh, Pa. 











Moderne Houseware 





The new note of modernism 
has struck the housewife’s 
fancy. Added to that, our lIat- 
est pastel colors are “ringing 
the bell.” Send for catalog of 
complete line. 


Chicago Salesroom : 1498 Merchandise Mart 


babes tne bn ott ohn etn ohne tine he ty 


epee eqcomereea memes el A Aa A tL te ta ta Lita. Leta tata Las | 

















10) HO) LINE 


PATENT NOVELTY COMPANY 


FULTON (ILLINOIS ~* 





“Check and Double 
UCN Me 


You Need This Display of 
House Numbers—RIGHT NOW! 


W HEN houses are being washed and 
This Is the painted, good house numbers are as 
Deluxe — a screens and lawn seed, And 
when it comes to good numbers, there 
porns Sag ena are none that attract the eye and open 
black enamel. the pocketbook as quickly as Premax 
Also many other Deluxe House Numbers. They should be 
styles in both on your counter—right now! Ask your 
brass and alumi- jobber, or write to us, tody. 


oum. Write— 
PREMAX PRODUCTS, INC. 
240 Tenth Street, Niagara Falls, New York. 


DELUXE HOUSE NUMBERS 
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& EDLUND % 


EGG BEATER & 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made — a guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 


sale. 
Write for 
prices and samples 





Other lines include the famous 
EDLUND ‘388° CAN OPENERS 
EDLUND JUNIOR "“°UsgHote 


EDLUND COMPANY 


BURLINGTON, VERMONT 






















Ghe Perfect Sealing 
Combination 







ALL STEEL 


TITLE CAPPER 
and BOTTLE CAPS 


Pyramid Bottle Caps and 
the Pyramid Bottle Cap- 
per are being advertised 
nationally this season. 
You will make many prof- 
itable sales by displaying 
them in their attractive 
containers. 





CROWN CORK & SEAL CO. - BALTIMORE, MD. 


World’s Largest Makers of Bottle Caps 











OTE at- 

tachment 
for fastening 
V ortex-Burt 
Sanitary pa- 
per cup dis- 
penser. 





Rorax “KNIGHT” 
Sells on Sight! 


OUNTING thermometers bring mounting 
sales to dealers who display the “KNIGHT 
—tmighty master of water coolers.” Trim cabinet 
design . . . staunch all-steel construction .. . 
modest price . . . combine to make it a real 
profit builder wherever shown. The famous 
drip-proof Rotax faucet assures years of 
trouble-free service. Write to-day for com- 
plete information. 


* 
ROTAX COMPANY 


eneceorporate 
580-586 EAST Ud5ed ST. -+ NEW YORK .N-Y. 
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(jer Bin Sambler 
Exrropep Mert PADLOCKS 


Insist on CORBIN—Accept no substitute 





No. 2880 Line 
Made in 10 sizes. 
1 to 3 inches. 





Corbin Pin Tumbler Extruded Metal Padlocks are uni- 
form in quality through the use of the finest materials 
and precision craftsmanship. 

Each Corbin Pin Tumbler Extruded Metal Padlock 
is especially designed to offer the greatest security, du- 
rability and ease of operation. 


CAST BRONZE PADLOCKS 





Neo. 2970 Line 
Made in 10 sizes. 
34, to 3 inches 











Corbin Cast Bronze Padlocks are very artistically 
made from cast bronze metal, machined out to receive 
an all rust proof mechanism. 

The shackle is of wrought bronze, drop forged to 
create more strength, durability and better appearance. 


CORBIN CABINET LOCK CO. 


THE AMERICAN HARDWARE CORPORATION :: SUCCESSOR 
NEW BRITAIN, CONN., U.S.A. 








Safe, Spruce 


LADDERS 


for every purpose 





Hardware dealers with 
the RICH Line enjoy 
. increased ladder sales 
and profits! 


RICH Ladders—of  se- 
lected West Coast spruce 
—are made in all styles 
and sizes—for every 
purpose — and thor- 
oughly meet the growing 
demand for extra strong, 
light weight, SAFE 
ladders. Write now for 


“DUREX” %-inch rod under complete catalog and 
every step, non-slip washers, wood rices 

handle, four-arm lock, galvanized P . 

double ear. Dowels in the back 
opposite each step, with center 
rail. Truss block under every 
step. Solid spruce risers. 


THE RICH PUMP & LADDER CO. 


Cincinnati, Ohio 


Ric 


LADDERS 


We pay the freight 





















“Housefurnishing Time” 








NEW YORK CHICAGO PHILADELPHIA a 


























IT’S Always 


Items for the house- 

hold are always needed 
—there’s nothing sea- 
sonable about them. 
This is why so many 
dealers stock and push 
housefurnishings the 
year ’round. 


If you are not enjoy- 
ing the steady income 
that a good stock of 
housefurnishings pro- 
vides, you are missing 
something worthwhile. 
Look over the advertis- 
ing pages of Hardware 
Age and put in a stock 
now! 


Hardware Age 
239 West 39th Street, New York 
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Does the Finest Rivet 
Made 
Cost Too Much? 


Sounds like a foolish question, 
yet some dealers persist in buy- 
ing inferior rivets at a price. 
They fail to consider the in- 
justice they do their own busi- 
ness and that of their customers 
when they sell rivets that are 
not “just right.” Tubular and 
Clinch rivets possess the three 
factors necessary to a_ perfect 
rivet: they drive easily, clinch 
smoothly, and are not brittle. 
Hence the guarantee of satisfac- 
tion! 


Otpproved / 


————by the keenest 
buying brains in the country 































TUBULAR RIVET & STUD 
COMPANY 


BOSTON 











The | largest 
factory in the 
world devoted 
lo the manu~ 
facture of 

Tubular and 
Clinch Rivets 
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Electrical Goods Ask But 


One Concession. ... 






Electrical merchandise and radio sales by hardware 
merchants now exceed $125,000,000 annually. There 


is but one stipulation between this and a greater 







volume .... 


Make Them Easy To Buy 


Styles change, improvements are constantly being brought out in all 
lines of electrical merchandise. The result is a steady demand. 










Attractive display and effective advertising mean more sales. 







The woman customer represents 49% of the clientele of the hard-— 
ware store. She is a potent factor in electrical sales. Accustomed to 






having her purchases made easy, she wants to be able to see what 





she is buying . . . . wants it so displayed that comparisons can easily 





be made. Fully appreciating their labor saving qualities, their attrac- 






tiveness in her home and on her table, and their ready acceptance 






as gifts and prizes, she will buy electrical goods of you if you dis- 






play them attractively, and make them easy to buy; and, remember 






your service and extend you more of her patronage. 











The Electrical Goods Section of HARDWARE AGE, published 


monthly, offers you many merchandising suggestions, for increas- 





ing electrical goods and radio sales, prepared from the hardware 






merchant’s viewpoint. 
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BOOST 


YOUR SUMMER 


SALES 


by pushing the 
VOLLRATH VITALIZER 





—the fast selling item in the hardware field 











share of this sweet business? 








EVERY OWNER of an auto- 
matic refrigerator is now 
keenly aware of the need of 
a properly ventilated covered 
pan for keeping vegetables 
fresh and crisp. This has 
created a tremendous market 
and made the Vollrath Vital- 
izer the fastest selling item 
today in the hardware and 
house furnishing fields. 
Throughout the spring the 
Vitalizer has been making 
astounding sales records in 
all parts of the country. These 
continue to grow as summer 
approaches, and the Vollrath advertising in Better Dishes, Covered Jugs and Ring Molds. Point out 
Homes and Gardens, Woman’s Home Companion __ the advantages of these items to the customer every 
and Good Housekeeping sends women into stores _ time you make a Vitalizer sale. The suggestion 


ready and wanting to buy. Are you getting your __ will double your sales. 


If you are not, wire now for 
initial stock of Vitalizers and 
supply of counter cards and 

, folders. Display the Vitalizer 
and it will sell itself. 

The Vitalizer line now com- 
prises a wide range of five 
convenient sizes to meet 
every requirement. Retail 
prices are $1.85, $2.60, $2.75, 
$3.70. (Slightly higher in 
some states.) 

Complete refrigerator 
equipment should also in- 
clude Vollrath Refrigerator 





THE VOLLRATH COMPANY «© EST. 1874 * SHEBOYGAN, WIS. 
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Thousands of Hardware Mer- 
chants are making money on 
ATKINS Silver Steel Hack 
Saw Blades. 

AT 


YOUR 


ATKINS 


1ACKSAW 


Hardware 
Store 
If you want something new to in- 
crease your profits write for details, 
addressing Dept. “D,” E. Cz Atkins 
and Company, Indianapolis. 


E. C. ATKINS AND COMPANY 


Established 1857 The Silver Steel Saw People 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 


BRANCH HOUSES 


Atlanta Memphis New York San Francisco Vancouver, B. C. 
Chicago New Orleans Portland Seattle Paris, France 











“The Hardware Dealers’ Magazine” 
Published Every Thursday 





WA 








-———A U.B.P. PUBLICATION 





GEORGE H. GRIFFITHS, 


J. A. WARREN, J. M. WITTEN, 
Associate Editors 
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CHARLES J. HEALE, Managing Editor 


SAUNDERS NoRVELL, Contributing Editor 


LLEW S. SOULE, EbDIToR 
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The trouble with the average in- 
Choose Your <ependent retailer is that he tries to 
Competitors compete with everybody who sells 
merchandise. He takes on so much 
competition that he finds himself fighting a price battle 
all along the line, with profits almost out of the question. 
The time is fast approaching when the successful 
merchant will not only choose his customers, but his 
competitors as well. He will select a certain type of 
customer in his trade territory and cater to it. He will 
find out what merchandisé that type of customer will 
buy, and at what price. Then he will meet the require- 
ments of his choice in such a way that other merchan- 
disers will find it unprofitable to wean his trade away 
from him. In choosing his customers he will auto- 
matically choose his competitors and cut down his 
‘competition. 
It is as easy to choose your competitors as it is 
to choose your merchandise. 


Too Many When the social workers of the 
Satisfied South started their efforts to better 
‘Customers the living conditions in certain rural 


sections, they made very little head- 
way. Why? Because they found too many people satis- 
fied with conditions as they existed; people who refused 
to put forth extra effort to obtain anything better. 
And so, the social workers began to cultivate the 
women ; to show them better clothing, better food; to tell 
them of better homes, labor saving devices, etc. They 
reasoned that if the women came to want better things 
and want them badly enough, the men would be forced 
to get them. In order to get them they would be forced 
to adopt better farming methods and work more in- 
telligently. 
It worked out exactly as they had reasoned. Dissatis- 
fied women forced satisfied men to provide more of the 


29 


comforts and luxuries of life; poverty stricken districts 
were transformed into thrifty, prosperous communities ; 
the problem was solved. 

Business men might take a lesson from those social 
workers. There are too many satisfied customers. Get 
the women dissatisfied and they will force the men to 
buy new merchandise. A little healthy nagging would 
help business these days. 


Time is a mighty important fac- 
tor in merchandising; more so to- 
day than ever before. There is so 


The Handicap 


of Time 
much more to be done in the aver- 


age day; there are so many more demands on a man’s 
attention, interest and action. 

In the old days the average man had plenty of time, 
not only to do his own shopping, but to shop for the 
whole family. Buying.was one of his regular jobs. 
Today he barely has time to buy for his most personal 
needs, and his wife does the bulk of the family shopping. 

Now the hardware store was originally a “man’s 
store.” It catered to men. As a result men were hard- 
ware conscious, while women knew little about hard- 
ware and cared less. Naturally when the time element 
forced the majority of men out of their buying jobs, 
the hardware store lost trade. 

Then again, the hardware stores formerly stayed open 
until 9 or 10 o'clock at night. That gave men who 
worked all day an opportunity to shop in the evenings. 
Today, with closing hours set at 5 or 6 o’clock, there is 
little or no opportunity for the average male to buy 
hardware at a hardware store. 

Apparently there are but two ways to overcome this 
handicap. Keep open evenings and cater to men, or 
change the hardware store more nearly into a woman’s 
store. We must either make it convenient for men to buy 
hardware, or bend our efforts toward making women 
“hardware conscious.” 


Index to Editorial Contents on Page 79 
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He invited the “chain” 
to live next door 


HERE is a case of a hardware dealer who, hav- 

ing heard that a chain store was about to enter 
his territory, made every effort to have it locate next 
door to his own establishment. . . . Such seeming 
courage was based on confidence and common sense. 
He had confidence in his general merchandising abil- 
ity. He had a common-sense policy of purchasing 
—he bought only manufacturers’ goods* which were 
not available to his chain competitor. With this 
definite advantage he was quite willing to have the 
chain help draw more shoppers to his vicinity. . . . 


Any hardware retailer has ample advantages if he 





will use them. 
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rd President 
McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 
The Jewelry of the Home, 


MCKINNEY ForRGED IRON HARDWARE 

MCKINNEY HINGEs (ALL KINDS) 

MCKINNEY BUILDERS’ LOCKS AND TRIM 
MCKINNEY GARAGE HARDWARE AND PADLOCKS 3 


* McKinney Products are not sold to the chains and mail-order houses 
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HOW’S BUSINESS p 
Gasie-® J QF Bt NEXT, MONTH 


CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


f Brest woe ECONOMIC EX- 
PERTS—EDITORS OF BUSINESS 

PAPERS PUBLISHED BY THE 
United Business Publishers, Inc. 
—HERE PRESENT A COMBINED 
OPINION ABOUT THE COURSE OF 
BUSINESS DURING THE MONTH OF 
JUNE. GOVERNMENT AND OTHER 
RECORDS PROVIDE YOU WITH HIS- 
TORY OF RECENT MONTHS. THIS 
BOARD OF EXPERTS DEALS ONLY 
WITH THE FUTURE. ITS OPINIONS 
ARE BASED ON CLOSE CONTACT 
WITH THE MORE THAN 400,000 
SURSCRIBERS REACHED BY THEIR 
PUBLICATIONS IN FAR- FLUNG 
FIELDS OF RETAILING AND INDUS- 
TRY. 


URTHER curtailment of wages 

and income is reflected in a general 
weakening of retail prices. Trade, 
which has held up much better than 
production, is now responding to the 
lowered demand of summer months. 


The tariff sore, although it may leave a 
scar, is healing; and there is a ray of 
hope in the transition from the rather 
destructive optimism in the early 
months of the year to the more con- 
structive pessimism that has taken its 
place, and which, it is believed, marks 
the beginning of a recovery. 


Recession, which began to show defi- 
nite tendencies downward early in 
August, 1929, is apparently, after a 


full year, close to or actually at the 


bottom of the depression. 


Labor Day, which quite definitely 
marks the end of the summer season 
in many sections and tends to concen- 
trate attention on Fall needs, falls on 
September Ist. Arriving at this pivotal 
point, it is hoped that business will 
gradually rise from its present prone 
position to a sitting posture, and rapid- 
ly regain its feet and stride as the fall 
season advances. 


THE COURSE OF BUSINESS FORECAST FOR NEXT MONTH 





BUSINESS 


SALES 


RETAIL STOCKS 


COLLECTIONS 


COMMENTS 





AUTOMOTIVE 





Small seasonal decline 
on passenger cars, with 
sales about 25% less 
than Aug. ’29. Trucks 
about 10% less in Aug- 
ust than in July, and 
about ow Aug. 


There will be no material 
change in retail stocks 
of either passenger cars 
or trucks, which in both 
cases will be much 
lighter than Aug. ’29. 


Collections will be about 

the same in August as 

in July, passenger cars 

being somewhat slower 

than Aug. ’29, and truck 

collections considerably 
slower. 


New developments in 
medium-priced passen- 
ger cars expected to 
stimulate sales. Low- 
priced light trucks sell- 
ing far ahead of any 
year previous to 1929. 








DEPARTMENT 
STORES 


Sales will be approxi- 
mately the same _ in 
August as in July, but 
about 6% under Aug. ’29. 


About the same in Au- 
gust as in July, but 8% 
less than in Aug. ’29. 








HARDWARE 


Slightly better in August 
‘than in July, but about 
4% under Aug. '29 


Retail stocks will be 
lighter in August than 
in July, and noticeably 
lighter than in Aug. ’29. 


There will be little 
change in collections in 
August, which will con- 
tinue noticeably slower 
than Aug. ’29 


Adjustment of store ex- 

penses to sales volume 

is being made satisfac- 
torily. 








Will show little change 
between July and Au- 
gust, but somewhat 
lighter than Aug. ’29. 


Considerable optimism 

in the trade as to pros- 

pects of better business 
in the fall. 








INSURANCE 


Life insurance lower, 
fire and casualty steady 
as compared to July. 
All lines slightly better 
than Aug. ’29. 


No noticeable change in 

any line. Accounts be- 

ing watched more close- 

ly this year and should 

show improvement over 
Aug. ’29. 


Present prominence 

given to unemployment 

problems fostering a de- 

mand for group insur- 

ance that is being capi- 

talized by many com- 
panies. 





JEWELRY 


Somewhat less in East 
and Middle West, with 
anticipated improvement 
in Far West and on 
Pacific Coast as com- 
pared to July, and 5% 
to 20% — than Aug. 
’ 


The same or slightly 
less than in July, and 
much less than Aug. ’29. 


Slightly slower, except 
on the Pacific Coast, 
where they are expected 
to be better. Generally 
slower than in Aug. ’29. 


Silver trade nearer nor- 
mal in August than any 
other line, watches 
next. Diamond stocks 
increasing, but much 
less than Aug. '29. 








LUMBER 


No prospects of im- 
provement in August 
sales over July, and 
considerably lower than 

Aug. '29. : 


August will continue to 
show low inventories. 


Better control of pro- 
duction now character- 
izes the entire Industry. 





MACHINERY 
METAL 
PRODUCTS 
METALS 


Steel production about 

5% greater in August 

than in July, but about 

25% to 30% below 
Aug. '29. 


July and August tradi- 
tionally dull months in 
machine tool trade. 
Signs of betterment not 
expected before fall. 





Machinery demand dull, 
except in special fields. 
Exports for first five 
months largest ever re- 
corded in that period. 











PETROLEUM 


Estimated daily con- 

sumption of gasoline, 

1,278,900 bbis., an in- 

crease of 3,4% over July 

and 5% increase over 
Aug. ’29. 


Estimated on Aug. 31, 

43,000,000 bbis., decrease 

of 8.9% from July, and 

increase of 27.2% from 
Aug. ’29. 


Gasoline consumption at 
annual peak in August, 
which should help to 
reduce excessive inven- 
tories overburdening the 
market. 








SHOES 














Clearance sales summer 
shoes declining. Greater 
clearance’ sales’ effort 
this year, more pairs 
sold, fewer dollars. 





Reduction of dealer 
stocks will continue, 
bringing them percepti- 
bly lower than Aug. '29. 








Improvement antcipated 
as dealers have had 
good summer business. 
Public is slow pay, and 
on charge accounts 

much slower. 





Upward trend developed 

in the Boston shoe mar- 

ket early in July holds 

promise ~— 2 favorable 
all. 
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How! Stupy My Fara 





OST of us 


hard 
ware dealers in 
North Dakota are 
living in rural 
communities and 
are dependent upon 
farmers for a very large share of 
our business. The percentage of 
our trade, which comes to us from 
farmers, will depend upon the size 
of town in which we are located. 
A town of 500 population should 
have a much larger percentage of 
farmer patrons than a city the size 
of Fargo, which should enjoy a 
large city business. 





By BEN MADSEN 
MOHALL, N. D. 


In making a survey of my farm 
markets, I found that Mohall has 
a trade area of 200 square miles, 
with one and a half families living 
on each section, or a total of 300 
families living in my trade terri- 
tory. By consulting the grain buy- 
ers, I found there was $600,000 
worth of grain sold last year. 
There was $150,000 worth of 
cream, poultry, and live stock sold 
the same year. This made a total 
income of $750,000, or $2,500 for 
every family living near Mohall. 
These figures were somewhat sur- 
prising to us. 

We then pro- 
ceeded to find the 
average life of 
the larger hard- 
ware items used 
by the farmer. 
The average life 
of a coal range is 
fifteen years. This 
means that twenty 
families should 
buy a range each 
year. The aver- 
age life of a 
cream separator is 
ten years. This 





means that thirty separators should 
be sold each year. The life of house 
and barn paint is five years. Let’s 
say that the average set of farm 
buildings will need $60 worth of 
paint; this amount sold to sixty 
farmers will produce $3,600 paint 
business. 

This spring we plan to make an- 
other survey, but this time it will 
be a very thorough one. We in- 
tend to leave no stone unturned. 
It will take perhaps two weeks or 
longer -to do this, but it will be 
worth while, for it will.contain an 
unlimited amount of sales oppor- 
tunities. 

We intend to call at every farm 
home in our territory with the idea 
of getting the following informa- 
tion: Name of farmer, owner or 
renter, number of acres farmed, 
make of range, heater, oil stove, 
cream separator and washers in use, 
also number of years they have 
been in use; at the same time we 
will observe whether the farm 
buildings or farm machinery are in 
need of paint. We will then trans- 
fer this information onto cards or 
prospect lists for our office files. 
We will also make a large map of 
our trade territory, 
showing the exact 
location of every 








Are you keeping up 
with the modern 
farmer? His build- 
ings indicate that he 
is graduating from 
the mail order cata- 
log standard of liv- 
ing. You can sell 
to him if you know 
his requirements and 





OUR store may be located in city or town, 
village or crossroads—but it has its natural 
trading area. This article clearly shows how and 
why you should investigate your selling possibilities. 
Call it analyzing, surveying—anything you will 
—but find out what may be expected from the 
people who live in YOUR TRADING AREA. 
No store is too small or too large to benefit from 
Ben Madsen’s experience in Mohall, N. D., popu- 
lation 500. 


farmer. After mak- 
ing this survey we 
will know what kinds 
of stoves, separators, 
washers, and so on 
are in our trade ter- 
ritory, and how many 
have been sold each 
year. The best part 
of all, we will have a 
mailing list which is 
correct and up to 
date. Then, when 
we want to canvass 
for more _ business, 








problems. 
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we can drive to one prospect after 
another instead of going on a so- 
called “wild goose chase,” or “cold 
canvass.” 

When our survey is completed, 
we will know without a doubt just 
what our opportunities really are, 
and we can work where our efforts 
will bear some fruit in increased 
business and in an enlarged field 
of action. 

I shall now briefly tell you the 
method we have used in selling the 
larger hardware items to the 
farmer. We take two or three 
names from our prospective list of 
purchasers living in the same di- 
rection from town. By using this 
method we are sure of finding at 
least one of them at home and 
sometimes all three. We have three 
chances of making a sale. We work 
on the same theory’ as does the 
house-to-house canvasser, that there 
is so much money under each door 
mat. As soon as we have greeted 
our prospective purchaser we make 
known the object of our call and, 
of course, try and make the sale. 
All successful battles were first 
fought on paper before they were 
won in action. By putting down 
on paper as many reasons why the 
prospect should buy your article, 
and then as many objections as we 
can think that he might bring up, 


Mohall, N. D., has a population of 500, but the trading 
area served by the Madsen Hardware store covers two 
hundred square miles. Three hundred families in that 
area have a total income of $750,000. The figures sur- 
prised the Madsens, but Ben Madsen tells you how they 
went about obtaining them. 
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weighing one against the other un- 
til we can answer every objection 
intelligently, and to our advantage 
If every dealer would do this, he 
would find his lost sales decreasing 
in number. 

One item which we have found 
could be sold very easily to the 
farmer outside of the store is paint. 
There is a large field open to the 
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selling of paint if we would only 
realize it. Every farmer can be 
convinced that it is cheaper for him 
to keep his buildings painted than 
to let them go unpainted. Let us 
not make the mistake of telling him 
that his buildings are badly in need 
of painting, for he knows that 
without being told; but rather te!l 
him that a couple coats of paint 
will improve the looks of his build- 
ings. The farmer is just as inter- 
ested in the appearance of his build- 
ings as anyone else is. Some of 
you are now saying to yourselves 
that Mr. Farmer will bring up the 
objection that our paint is too high 
priced, or that he can’t afford to 
paint because it costs too much. 
If we think that our paint is high 
priced, or that we can’t sell quality 
paint, we never will. Let us not 
talk in terms of price per gallon, 
but in terms of the finished job. 
Let us convince him that it will 
cost no more to paint his buildings 
with quality paint, that will resist 
the elements for a much longer 
period of time, than cheaper grades, 
which are never “just as good.” 
When we sell a farmer paint for 
his buildings, we are selling him 
something which will add value to 
his property, something that” will 
prolong their usefulness and protect 
them against rot and decay. When 
selling paint we should remember 
this, if nothing else, that there is 
nothing which will add as much to 
the value of his property, as much 





to the beauty of his home, will pro- 
long the life of it as much, and yet 
cost so little as paint. 

But I feel that I should give you 
a few concrete examples from sales 
experiences. They may be helpful 
to you in working out better pro- 
grams for yourselves. We adver- 
tised that would sell one kitchen 
range to the highest bidder. We 
used sealed bids. We received ap- 
proximately fifty sealed bids, run- 
ning from $25 to $101. We sold 
that range and found among the 
bidders there were many real pros- 
pects for ranges. Through this ad- 
vertising and meeting of many of 
the prospects who came into the 
store to look at the very neatly 
arranged kitchen range exhibit, we 
sold ten more ranges at the regular 
prices, and this, too, was done 
within two weeks from the sealed 
bid sale. Besides, we sold more 
than $100 of kitchen ware to go 
with these ranges. With one ex- 
ception, these ranges were all sold 
to the country trade. 


W: also held a dairy day in the 


early spring. We had farmers fill 
out cards numbered, and contained 
certain information: Name of farm- 
er, number of cows milked, name 
of cream separator and its age. 
The duplicate numbers were then 
put away safely and kept until dairy 
day, when the numbers were all 
shaken in a box, and the first three 





lucky numbers drawn were given 
small prizes. This method gave us 
some valuable information as to our 
farm trade needs; as a result, we 
sold sixteen cream separators. 

There has been for a long time, 
seemingly, a class distinction be- 
tween the farmer and one who lives 
in town. There are still some farm- 
ers of the impression that the mer- 
chants in town have little or no 
interest in- them other than to get 
their money. To some of you this 
may seem laughable, but neverthe- 
less this condition does exist. The 
hardware dealer can overcome this 
feeling by being courteous to the 
farmer patron and by giving him 
the best possible service. Then, too, 
it seems to me we should use Tact 
in getting as many contacts as pos- 
sible with our farmer friend—call- 
ing on him at his home, eating with 
him at his or your own home, at- 
tending school programs, church 
festivals, farmers’ club, ladies’ aid 
suppers, home talent plays, and so 
on will, if you have a reasonably 
winning personality, bind you. to 
your farmer friends with hoops 
of steel. 

Finally, as a result of our surveys 
and getting closer contacts with our 
farmer trade, may we not, like the 
mariner, set sail our Ship of Hard- 
ware and pilot it so skillfully across 
the Ocean of 1930 that we shall 
have abundant success and_in- 
creased prosperity in this and com- 
ing years. : 









Propaganda Against Aluminum Untrue 
Government and Medical Tests Show 











N an attempt to damage the business success of 

makers and sellers of aluminum cooking utensils, 

many statements of a sensational and unfounded 
nature have been published and broadcast by self-styled 
doctors and so-called research experts. 

Last year in Monroe, Mich., circulars were distributed 
telling users of aluminum kitchen ware to make certain 
tests for the presence of dangerous poisonous matters, 
said to be found in food and liquids boiled in aluminum 
ware. The circular intimated that the use of such uten- 
sils was a cause of cancer. 

A manufacturer of aluminum utensils inserted an 
advertisement in a local paper stating that $1,000 reward 
would be given to anyone proving that the use of 
aluminum ware was dangerous, or that it caused poison- 


ing. Although nearly a year has elapsed since that time, 
no one has attempted to collect the reward, nor has any 
more been heard from the distributors of the anonymous 
circulars. 

A report from the U. S. Bureau of Standards, pub- 
lished Dec. 12, 1927, under the circular No. 346, states: 

“The bureau often receives inquiries relative to the 
toxic properties of aluminum, particularly in reference 
to its use as a cooking utensil. The following opinion 
was expressed by the Public Health Service: 

“There is no evidence available which would indicate 
that aluminum cooking utensils represent a potential 
danger to health. There is no question that if strongly 
acid or alkaline foods are prepared in such containers 

(Continued on page 72) 
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It Should Be Stopped 


Loaning the small borrower money at exorbitant 
rates, legalized by such technical terms as bonuses, 


investigation fee, etc., is a racket. 


So-called 


finance companies dignified by proximity to a 

reputable bank, take advantage of small wage 

earners who usually have no other recourse when 
they need money for some urgent purpose. 


By E. B. GALLAHER 


O many rackets have been devised and developed 
during our recent era of extravagance and easy 
credit that it would seem an almost impossible 
undertaking to get rid of them all for at least 
many years to come; but there is one racket 
which is particularly vicious, because it strikes 

directly at the pocketbook of the small fellow who can- 
not protect himself. 

There has grown up among us a finely-organized 
group of financial pirates, who call themselves finance 
companies—a glorified name for the old-time usurer, 
whom we knew as loan sharks—their functions are the 
same, namely, to oppress and swindle their needy victims, 
and, at the same time, to keep out of jail. 

You will find one or more of these racketeers located 
conveniently to practically all good-size banks—often 
in the same building on an upper floor—this is the way 
their racket is worked. 

A small borrower will call at his bank and ask for a 
loan—offer to give substantial security, or present a 
satisfactory statement, either of which should, by all 
rights, entitle him to the loan he asks, at the prevailing 
rate of interest. But, does he get it? No! The bank 
official tells him how hard money is to get—how large 
the bank’s loans already are—that all applications for 
loans must be submitted to a committee—that very few 
loans are being made. But, why go through all this fuss 
and delay? Just step upstairs to room No. 53 and ask 
for Mr. Jones—tell him I sent you and he will probably 
be able to fix you up promptly. 

So the poor, unfortunate victim goes up to sce Mr. 
Jones, who receives him with open arms—tells him he 
can have whatever he wants (if he has the necessary 


security or credit) ; only, this being a finance company, 
he will have to pay a small bonus “to cover investiga- 
tions, searches, etc.,”—but what does a small bonus 
amount to, if the money is needed right away and all 
red tape avoided? 

Now, as a matter of fact, in most all such cases we 
will find that the bank official (or the bank itself) is a 
partner, or sharing in the profits of the finance company 
recommended ; and, instead of doing an honest banking 
business, he uses his important official position to become 
a partner in a dastardly racket, the object of which is 
robbery, pure and simple. 

Nor is this underharfded violation of trust confined 
to the clerks and lesser bank officials—it is being prac- 
ticed, in many cases, by the highest officials in the bank. 

The bank, in turn, invariably is loaning its funds to 
the same finance companies—under especially profitable 
conditions, of course—thus the bank itself joins in the 
racket and gets its share of the swag; but it does so in 
a very dignified and pious manner. 

I had a case of this kind come to my personal attention 
a few days ago, which will give an idea of how the 
public is being outraged. A friend of mine—a small but 
substantial business man—decided he would build a new 
home to take care of an enlarging family. He thought 
he had cash enough to see the matter through—bought 
and paid for his lot—built his house, and met his pay- 
ments regularly—but he found, as he neared the end, 
that he would require about five thousand dollars more, 
so he applied to his bank. 

The vice-president of the bank admitted the security 
was ample, but handed out the usual line of bull above 

(Continued on page 73) 
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The photographs shown on this and 
the opposite page are of the Towers 
Hardware Co., Jacksonville, Fla. 


Good LIGHTS 


and 


Good BUSINESS 


Go Hand in Hand 


N the progressive hardware 
store good light and good busi- 
ness go hand in hand. Sufficient 
light for comfortable vision 
serves to promote confidence, 
increases and facilitates sales, 

betokens good service, up-to-date 
business methods and enhances the 
value appeal of good merchandise. 

The Morgantown Hardware Co., 

Morgantown, W. Va., fully appre- 
ciates the advantages of adequate 
lighting. Even on the brightest day 
the visitor enters the store to see 
every light burning and is enabled 
to observe to the best advantage all 
the merchandise on display, in every 
part of the store. Fixtures of the 
latest type are utilized. In discuss- 
ing the benefits of proper store illu- 
mination, the proprietor declared 
that one mistake was made when the 


new fixtures were putchased. The 
error occurred, said he, when he did 
not have the fixtures equipped with 
lights at the factory. However, im- 
provised lighting has since been in- 
stalled in the fixtures and are deemed 
indispensable. 

Building sites in any city are too 
valuable to permit buildings con- 
structed so that daylight can pene- 
trate to all selling areas. Therefore, 
a store of the usual size would be 
economically impractical without the 
aid of artificial light. The import- 
ance of ample light in modern mer- 
chandising, places it in the same 
essential class with up-to-date fix- 
tures, and even the merchandise, as 
a prime factor in the efficient con- 
duct of a hardware store. 

There is a definite reason for an 
abundance of light. Upon first 


thought, it may seem that no two 
subjects could have less relation to 
each other than the dilation of the 
human pupil and the sale of mer- 
chandise. However, each has a dis 
tinct bearing on the other. 

Research has conclusively proved 
that there is a very intimate relation- 
ship between these two things. A 
relationship which is so startling 
and of such consequence that every 
hardware merchant should take full 
cognizance of it. Under bright illu- 
mination the pupil contracts. As the 
illumination decreases, the pupil di- 
lates. Most everyone has noted the 
manner in which a cat’s eye dilates 
in the dark. The human eye does 
exactly the same thing, only to a 
lesser degree. The reaction of the 
eye, in this respect, is especially no- 
ticeable to most persons when enter- 
ing a darkened moving picture the- 
atre. It usually requires nearly half 
a minute for the eye to become ac- 
customed to the change, due to the 
dilation of the pupil. 


Avoid Blurring 


When the pupil is thus dilated, 
vision is blurred. When the eye is 
in this state, the outlines of objects 
are dimmed and it is almost impos- 
sible to distinguish details. While 
the foregoing explanation may ap- 
pear to have very little to do with 
selling hardware, it is at this point, 
nevertheless, that the merchandising 
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angle very definitely enters the sit- 
uation. 

As a usual thing, it is compara- 
tively bright in the street outside a 
business establishment. The inten- 
sity of the natural light in the street 
is often as great as 1,000 foot can- 
dies, to use an engineering term. 
As a result, while the person is on 
the street, the pupil of the eye is 
greatly contracted. Then, when the 
person steps into the store, there is 
a sharp reaction to the lessened light 
intensity on the interior, as the 
pupils begin to dilate. While they 
are thus dilating, the visitor is in a 
stage bordering on partial blind- 
ness. It is impossible for the vis- 
itor to readily see the merchandise 
on display in the store, nor can the 
true outlines of the articles be easily 
distinguished. It is next to impos- 
sible to perceive any details. 


Effect on the Eye 


As soon as the pupils dilate fully, 
or when the visitor’s eyes become 
accustomed to the lower intensity of 
the store, the visitor begins to per- 
ceive the articles in their true quali- 
ties. Under ordinary circumstances, 
nearly 32 seconds are required for 
this adjustment to complete itself. 
In the interim or the half minute 
that has elapsed, the customer has 
probably walked past a number of 
attractive displays. If the visitor 
sees the displays at all, they present 
a hazy appearance. It is obvious 
that the merchant stands to lose a 
considerable number of sales through 
this natural reaction of the eyes, un- 
less steps are taken to prevent it. 

The dilation of the pupils can be 
minimized and almost avoided en- 
tirely by adequate artificial lighting. 
The merchant can illuminate his 
store even in the daytime, so that 
the contrast in the light intensity 
between the store interior and the 
street is not sharp enough to cause 
dilation of the pupil, thereby assur- 
ing full visibility for all of the dis- 
plays in the store. In other words, 
there should be little difference in 
the degree of natural light which 
prevails in the street and the arti- 
ficial light which illuminates the 
store. In a store of the usual and 
average size, it is considered best to 
leave all of the lights on, no matter 
how bright the day may be. 

In a store that is longer than usual 


it is recommended that brighter 
lights be used near the entrance and 
lights of lower intensity toward the 
rear. In this manner the change 
from the high intensity of the street 
to the low intensity of the store oc- 
curs gradually and without serious 
interference to the visibility of ar- 
ticles displayed in the front part of 
the store. 


Well Lighted Windows 


Well lighted show windows are 
also of paramount importance. 
Scientific investigations have devel- 
oped the fact that show window dis- 
plays are invaluable as a preparatory 
sales stimulator. Attractive win- 
dows appeal strongly to the inherent 
curiosity found in us all. This fre- 
quently leads to a purchase. 

The extent to which people are 
attracted to any hardware store 


measures in a degree the success of 
the store. In accomplishing this, the 
attractiveness and intensity of show 
window illumination is probably the 
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foremost medium for diverting the 
attention of passersby and inviting 
them to enter the store. Compre- 
hensive tests have proved that the 
best lighted windows will stop the 
greatest number of people. Actual 
increases in drawing power as great 
as seventy per cent have been ob- 
served when brighter window illumi- 
nation was provided. 

A recent advertisement of the 
New York Edison System, which 
appeared in New York newspapers, 
was captioned: “Does business go 


across the street?” A drawing inci- 


dental to the advertisement depicted 
a merchant having a poorly illumi- 
nated store, looking across the street 
at the crowds flocking into his com- 
petitor’s well lighted store. This 
drawing was aptly legended: “The 
Light Miser Watches the Business 
Go Across the Street!” 

The text of the advertisement was 
a business lesson in itself, and for 
this reason the following extracts 
are quoted from it: Crowds go 
where there is light and action. If 
too much business goes across the 
street, look at your lighting before 
you blame your location. In one 
town a row of stores on the dead 
side of the street were transformed 
with light. Their attractively light- 
ed windows invited—commanded— 
closer inspection. By actual count, 
it was proved that light diverted 
people to that side—the wrong side 
of the street. Your show windows 
should make business for you. The 
higher the lighting intensity, the bet- 
ter people can see objects in your 
windows. That is why big, suc- 
cessful stores keep their windows 
well lighted electrically all day long. 
Skimping on light is penny wise but 
light foolish.” 


A Good Investment 


Have you also noticed that as a 
rule hardware stores, due to the 
lack of conspicuous signs, are often 
more difficult for customers to lo- 
cate than most other retail stores? 

A properly placed, attractive and 
easy-to-read sign serves the same 
purpose to the store as the business 
card serves an individual. In serv- 
ing a genuine need there are few 
facilities that will produce more 
remunerative returns on the rela- 
tively small investment required. 

(Continued on page 68) 
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Two Bic Men 


_ By LLEW S. SOULE 


“DEAR Hamp: 

“T write you about erroneous deductions that have 
been made in the settlement of your bills, which are 
are follows: 


THE LATE 
COL. E. C. SIMMONS 


HAMP WILLIAMS 


AVE you ever been tempted to help yourself 
to the cash discount after the time limit 
has elapsed? Have you ever carelessly or 
inadvertently held-out 2 per cent after the 
10-day period had passed? Have you ever 
been faced with a situation where an over- 

zealous bookkeeper has taken a discount which your 
store has failed to earn? 

If so, you will enjoy this true incident of two big 
men and the cash discount. 

Years ago, Hamp Williams, of Hot Springs, Ark., 
had an employee who was more than zealous in his 
efforts to make the business show results. It was 
during one of those “hard times” periods, when sales 
were light and collections lighter. Hard pressed mer- 
chants were cutting corners in order to keep the busi- 
ness going. Sources of supply were making concessions 
in price, in dating, and sometimes in the matter of 
taking cash discounts. And so, with no thought other 
than that of loyalty to the firm, this man began deduct- 
ing the cash discount after the time limit had elapsed, 
in cases where such action was unauthorized, either by 
Hamp Williams or the seller. 

In many instances the deduction wa; accepted with- 
out even a comment. In one instance, however, a whole- 
saler stood squarely on his refusal to accept the deduc- 
tion, as a matter of princip!e. The wholesaler who took 
this stand was none other than Colonel E. C. Simmons, 
master salesman of his time, and a lifelong friend of 
Hamp Williams. 

In his well-known, courteous and friendly way, he 
wrote to his friend Hamp as follows: 


% on June bills (amounting to $432.00). $8.64 
5% on invoice dated June 20 (amounting 
to $40.00) 2.00 
Automobile supplies sold on term of 30 
days net or 5% in ten days. 
2% on July bills (amounting to $311.32) 
The above deducted on remittance made 
10/24/14. 
In settlement received Dec. 16 you de- 
ducted : 
2% discount for cash on August bills 
(amounting to $492.70) 
5% discount on invoice of Aug. 21 
(amounting to $31.60) 
Automobile supplies sold on terms of 30 
days net or 5% in ten days 


Total discount deducted in error 


“T do not know whether you authorized this or 
whether your clerk did it to be real smart; at any 
rate, it is a mistake, and we cannot allow it. Won't 
you kindly include this amount—$28.29—in your next 
remittance, so as to keep our books balanced. I would 
consider myself a mightly poor business man if I 
allowed you or any other friend I have to transgress 
good business principles, and to accept a cash dis- 
count when bills have been running over time. 

_“Now, my dear good friend, don’t think for a 
minute that I care anything about the amount in- 
volved in this matter. That has nothing to do with 
it—it is the principle of business. A great many 
people have tried this on us, but we have never 
allowed it under any circumstances, and we never 
propose to. 

“Tf, however, there is any reasonable claim that you 
have for making these deductions, kindly tell me 
about it, and I will consider°it on its merits. As I 
said before, the amount of money does not cut any 
ice with me at all. I am perfectly willing to send 
you a check for $28.29 after you pay this balance, 
and then ask you to devote that money to any chari- 
table organization you please around Hot Springs. 
That will show you that I am not writing to you be- 
cause I am hungry to get $28.29, but that I am really 
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fighting for principle in business. I am quite sure 
you will realize that this was a mistake on the part 
of your house when they made these deductions, 
but I am willing to send you the money for benevo- 
lent purposes, after you have paid this up, with the 
general understanding that it will not occur again, 
because I feel confident that right down in the bot- 
tom of your heart you know that I am right in this 
matter. 

“T have just been reading your article in Harp- 
WARE AGE. It is fine. I congratulate you on your 
ability to put things plainly, tersely, and in a con- 
vincing way. You also have the very desirable qual- 
ity of ‘talking up’ rather than ‘talking down.’ You 
are an optimist of the first class—you can always see 
sunshine even when sometimes other people cannot 
see it. That is my construction exactly. I have been 
president of the ‘Sunshine Society of America’ since 
1907, and I am continuing to do what I can to shed 
cheerfulness on the world at large and the business 
community in general. Let me illustrate by giving 
you the headlines of my next general letter, which 
is now in the printer‘s hands. They read as follows: 
Be Cheerful, Look Cheerful, Talk Cheerful, Eat 
Cheerful, Dream Cheerful, and ‘Smile.’ 

“The five hundred salesmen of ours are instructed 
to show that to their customers—to talk cheerful and 
to say, in substance, just what you have said, i. e., 
that this year is going to be a good year; we are 
going to have lots of business, and prosperity will 
return to us before long. 

“I hope this finds you well and happy, and enjoy- 
ing a fair share ofitrade, considering the vicissitudes 
that have struck thé cotton country. Whenever I can 
help you, do you a favor or serve you in any way 
at this end of the line, don’t hesitate to ‘push my 
button,’ with the feeling that the response will be 
prompt, and—to you—entirely satisfactory. I have 


five strictly first-class, A No. 1 good business friends 
—that is all I can count—and you are one of those 
five. Yours truly, 

“E. C. StmMons.” 





Hamp Williams accepted that letter in the same spirit 
of rugged honesty in which it was sent. He answered 


as follows: 






“My Dear FRIEND: 

“T received your letter of the 9th yesterday, but 
I went over to our State Capitol today to assist 
in electing a Hot Springs man as Speaker of the 
House of Representatives, in which we were suc- 
cessful. 








Both big letters, from big men, followed by one from 
Mr. Simmons closing the incident. 
follows: 





NI ao THE Caso LD IscouNT 





“Referring to the deductions made from several in- 
voices by us, will say that the same man who did this 
has been making remittances to you from our firm 
for about twelve years; however, that does not sig- 
nify that he was right in making these deductions. 
Really, this is very embarrassing to me. If the mat- 
ter had been referred to me, of course I would not 
have permitted it, but I will say in his behalf that 
he has taken something for granted which he should 
not have done. Several firms granted us extensions 
and allowed us the discounts just the same. Oliver 
Chilled Plows Works, subject to discount Nov. 1, 
extended to Jan. 1, with discount privileges. Several 
others did the same. However, these terms were 
agreed upon, all due, of course, to the strenuousness 
of the times. 

“In your case we have done very wrong in trying 
to take the discount, without your consent, which I 
consider very poor business, and for which I wish 
to make amends by inclosing herewith our check for 
$28.29. 

“T have never forgotten my first lesson on dis- 
counts, taught me by your good self many years ago. 
I was buying stove pipe in the summer: terms, Sept. 1, 
2% off in 10 days, or 60 days net. When I asked 
you to give me the 60 days from Sept. 1, and the 
2% cash discount also, you readily consented as a 
matter of good friendship, but explained to me at 
the same time, in a nice way, how ridiculous it was 
to make a request of that kind. I was never guilty 
any more—until this time—when, unintentionally on 
my part, we are actually trying to take it away from 
you without your consent. 

“Now, under no conditions will I accept your check 
in return for this remittance, which is your just dues. 
Thank you very much for the many good words of 
cheer and the expression of warm personal friend- 
ship in the last paragraphs of your letter. I hope 
to ever remain one of those honored five to which 
you refer as good business friends. 

“With best wishes and admiration for you, 

“Your friend, Hamp WILLIAMS.” 





It read in part as 





“My Dear Hamp: 

“T am in receipt of your letter of the 12th inst. 
What a ‘Bully Good’ old chap you are. Your head 
is level—your ideas always right. That is fine. I 
appreciate this letter from you more than I can ex- 
(Continued on page 76) 
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A. D. VAN DERVOORT 


How TO STAGE A 
COOPERATIVE COOKING 


The Van Dervoort Hard- 
ware Co., Lansing, 
Mich., Enlarged Attend- 
ance, Reduced Each 
Participant’s Ex- 
pense and Increased Re- 
turns — More Than a 
Hundred Inches of 
Human-Interest Public- 
ity in the State Journal, 
One of the Cooperators 


Bv A. D. VAN DERVOORT 


Van Dervoort Hardware Co. 
Lansing, Mich. 


NE of the biggest problems 
O of hardware stores is, of 

course, to attract women 
shoppers. When we hardware men 
finally succeed in making our stores 
so attractive to women that they will 
shop in them as they now do in the 
department and specialty shops, we 
are going to find our road easier. 
That’s why the housefurnishing de- 
partments of our stores deserve the 
best study and thought we can give 
them. We must be constantly on 


the lookout for ways and means of 
deserving and winning women’s 
patronage. 

Modernizing our utensil depart- 
ment and concentrating our efforts 
on this line had attracted many 
new women to our store and dem- 
onstrated the interest women have 
in learning more about the modern, 
more healthful way to prepare food. 

Recently we held what proved to 
be one of the most successful cook- 
ing schools in point of attendance, 


ISS MARY HART, Demon- 

strator, for Mirro aluminum, is 

shown selecting utensils to be used 
in her Lansing cooking school 
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interest and response ever staged in 
Lansing. This was a cooperative 
undertaking which didn’t place too 
heavy a burden of expense on any- 
one, but did produce excellent re- 
sults for each participant. The idea 
is just as applicable in other places 
as it was here in Lansing. 

We knew that the success of the 
house-to-house aluminum salesmen 
was based largely upon actual cook- 
ing demonstrations which stress the 
advantages of this type of cookery. 
If we could only apply this same 
basic sales appeal to our own activi- 
ties, we could most certainly in- 
crease sales and at the same time go 
a long way toward acquainting more 
Lansing women with our store and 
the advantages of trading with us. 

It is a store policy that whatever 
we undertake must be done in a big 
way. Consequently, parties in the 
homes certainly were out of the 
question. There wasn’t any place 
in the store where it could be done. 
To rent a hall, hire an experienced 
woman, and pay for the advertising 
and publicity was more than we 
cared to swing. 

It was while pondering this 
problem that I learned how the 
home economics director of the 
Aluminum Goods Mfg. Co., Mani- 
towoc, Wis., had staged a number 
of successful schools for stores with 
facilities for attracting and accom- 
modating audiences large enough 


This cooking school was held by the Neyhart Hardware Co., Williamsport, Pa. 


at Aig, 


to justify the expense. A friend of 
mine, Mr. MacNeal of Wurzburg’s 
in Grand Rapids, had held such a 
school and was much pleased with 
the results. Mr. MacNeal was loud 
in his praise of Miss Mary Irene 
Hart, who had conducted his school. 

That started us to wondering if 
we couldn’t in some way utilize 
Miss Hart’s services, too. I put 
this question to Mr. Burtch of the 
Aluminum company, and he agreed 
to take the matter up with his firm, 
providing we could assure a large 
enough audience to make it worth 
while. It was then that I started 
to work on the idea of a cooperative 
school. 

The State Journal had made a 
practice of staging a yearly cook- 
ing school, and I reasoned that such 
a school really amounted to a co- 
operative proposition. The paper, 
of course, sponsored the school, but 
the participants footed the bills 
through the advertising they gave 
the paper. 

I went to my good friend, Mr. 
Bateman of the State Journal, and 
discussed the idea with him. He 
not only felt the idea was sound, 
but saw in it a real opportunity for 
the paper as well. 

Ordinarily, when the publishers 
of the State Journal put on a school 
themselves, they had to pay their 
domestic science expert several hun- 
dred dollars for her services during 





_— 


& i> 


the week. This expense, plus the 
cost of the hall, electrical or gas 
connections, decorations, booths, la- 
bor and other incidentals, necessi- 
tated selling nearly two extra pages 
of advertising for each of the three 
issues devoted to the school in or- 
der to break even. 

Mr. Bateman saw in my plan the 
opportunity to obtain the services 
of a nationally known expert with- 
out cost. Any extra advertising 
they obtained would, therefore, 
prove profitable. The consumer in- 
terest and resulting good will would 
he the same as though it were their 
own school. Fewer participants 
would be necessary, each benefit- 
ing more in proportion, and little 
extra work would be required of 
the paper. ~ 

As a result, we decided to go 
ahead, working together toward 
making it a success. The school 
was to be known as the Van Der- 
voort Hardware Co.-“Mirro” Alu- 
minum Cooking School, Sponsored 
by the State Journal—and how 
they did sponsor it! A prominent 
reader on the front page every day 
and over 100 inches of human in- 
terest editorial copy on the two- 
page interior section devoted to the 
school each of the three days! 

Six other advertisers besides our- 
selves agreed to participate. The 
Lansing Ice & Fuel Co. furnished 
the ice; the Lansing Dairy Co. the 
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dairy products; Schmidt Bros. the 
groceries; KC baking powder by 
the Jaques Mfg. Co.; flour by the 
Thomas Milling Co.; ice cream by 
Miller’s Dairy Farm. Each of us 
carried special advertising in the 
paper and shared the cost of the 
hall, decorations and other inci- 
dental expenses. 

We rented the main auditorium 
of the Knights of Columbus Hall, 
which had a seating capacity of ap- 
proximately 1000. In order to 
avoid confusion, we decided to 
allow admission by ticket only; 
tickets were distributed free by 
each of the participants during the 
week before April 21, 22, and 23, 
the dates of the school. The dairy 
company distributed two to each of 
its patrons with their morning’s 
milk; Schmidt Bros.’ grocery store 
and ourselves handed them out to 
people visiting our stores and also 
wrapped them in packages. Then 
the night before the school started 
the State Journal printed a coupon 
in the paper which could be ex- 
changed for the regular admission 
ticket at the auditorium. The ticket 
served as good publicity and 
avoided confusion at the audi- 
torium. 

As there are many married 
women employed during the day in 
Lansing, especially at the State 
Capitol, we decided to hold the 








Wednesday school at 7.30 in the 
evening in order that they might 
attend; Tuesday’s and Thursday’s 
sessions started promptly at 2 p.m. 
As a special feature of the Wednes- 
day night program we invited Dr. 
Marie Dye, dean of home econom- 
ics of Michigan State College, to 
speak on “Modern Cookery and 
Home Making.” Doctor Dye gave 
an interesting and instructive fif- 
teen-minute talk, ably illustrating 
how women today must have train- 
ing and learn efficiency in order to 
get the most out of the money they 
have to spend. 

Attractive displays of the prod- 
ucts used during the school were 
arranged in booths in the audi- 
torium. This provided a splendid 
opportunity before and after the 
actual cooking session to contact the 
public. In fact, the women took a 
keen interest in these displays. 

Miss Hart arrived in Lansing 
early Monday, which made it pos- 
sible for her to visit the places of 
business of each of the participants. 
A staff photographer from the State 
Journal accompanied her and took 
a number of interesting pictures 
showing Miss Hart as she selected 
the products for the school. These 
were reproduced in the paper, add- 
ing unusually strong human-interest 
to the editorial publicity. If it were 
not for the fact that the paper was 


sponsoring the school, we couldn’t 
have expected more than brief edi- 
torial mention. Just contrast that 
with more than 100 inches of en- 
thusiastic, gripping stories on each 
of the three days! 

The first day of the cooking 
school opened with an audience 
equal to the best days of any pre- 
vious State Journal school. This 
was unusual, as the first day of a 
cooking school is seldom well at- 
tended. Wednesday night’s audi- 
ence was even larger, many men 
accompanying their wives. The sub- 
jects treated each day were adver- 
tised in the previous evening’s. 
paper. 

Miss Hart conducted the schools. 
in a most engaging manner, ever 
alert to the opportunity of stress- 
ing the merits of the products being 
used in a charming, natural way 
that registered favorably with her 
audience without a trace of com- 
mercialism. 

Every participant came in for a 
full share of mention, and everyone 
was well pleased. I do not believe 
that any form of advertising could 
be more beneficial to the dealer than 
what was made possible through 
this cooperative cooking school. I 
am sure our volume in aluminum 
and cooking stoves will show a 
very gratifying increase, judging 
from brisk sales current. 








Electric Milk Cooler Provides Field for a $500 Sale 








on dairy farms are passing. 

The desire on the part of dairy- 
men to attain the highest possible de- 
gree of cleanliness and sanitary condi- 
tions in the production of milk, cream: 
and other dairy products is bringing 
this about, and electric milk cooling, 
wherever installed, plays an important 
part in accomplishing these ends, 
without any of the labor and with 
equal or less expense than were en- 
tailed by the old method. 

The retail price of the four-sub- 
merged-can, cabinet type ranges from 
around $500 to a little more than $600 
each. In case the four-can has in- 


[= houses and ice cooling methods: 


‘sufficient capacity, two or more of 


these convenient cabinets may be 
(Continued on page 68) 











ae 














Norvell’s 
Hardware Age Article 
Influences 
Establishment of 
Second Store by 
Southern Firm 


NTIL recently the Jacobi Hardware Co. 
operated a single hardware store in Wil- 
mington, N. C. Now the firm has two 
stores, each catering to a different clientele. 
The new store is operated to appeal espe- 
cially to a high-class retail patronage on 

household items, embracing china, glassware, electrical 
refrigerators, radio, silverware, household utensils, gift- 
ware and other housewares. The old store caters mainly 
to the contract and heavy hardware business. The de- 
cision to establish the. new store came about from a recent 
article by Saunders Norvell, which appeared in this trade 
journal; but let David B. Jacobi, president of the firm 
explain it in his own words. He says: 

“The opening of the new store was largely due to an 
idea secured from reading one of Mr. Norvell’s articles 
some time ago, in which he suggested that the women’s 
trade and household equipment patronage could best be 
secured in a nice looking, up-to-date store, entirely apart 
and separated from the ordinary contract and builders’ 
supplies end of the business. 


Two Distinct Classes of Trade 


“While the new store has not been open long enough 
to tell just how this plan will work out, we are neverthe- 
less inclined to believe that it will be a success, mainly 
because there are two distinct classes of trade served 
by the hardware stores and it is difficult to serve both 
classes in the same salesrooms. Of course, the new 
store does have a complete line of hardware of all types 
but the bulk of the business is done on the household and 
other lines mentioned. 

“Our situation was more complicated than the average 
hardware concern in that we do a large wholesale busi- 
ness, which was another reason that influenced us to 
open a new store. This permits us to have a distinct 
retail store and leaves the old store to cater to the whole- 





Front and rear views of the new Jacobi store are shown 

above. This store will cater principally to a high-class 

patronage on household items, while the old store will 
serve the contract and heavy hardware demand 


sale business and the heavy hardware items that are sold 
to contractors on a wholesale basis. The equipment and 
services provided by the Duluth Show. Case Co. were 
certainly a great aid in establishing our new retail outlet.”’ 


Another Phase of Two Store Plan 


Similar operation of two stores has proved profitable 
to several other hardware firms, although with some- 
what different intent, due to prévai'ing local conditions. 
The Vance Supply Co., Inc., Abingdon, Va., have found 
it desirable to operate two separate stores in two of the 
towns where four of the six stores operated by the firm 
are located. The merchandise carried in the stores does 
not vary greatly, with the exception that ore of the 
stores in each town carries heavy hardware and farm 
supplies. In this instance it is the intention to cater 
to farm patronage in one store, while the second store 
caters primarily to the needs of townspeople. The ar- 
rangement has worked out very satisfactorily. One 
example of the differing demand which exists for the 
same article in the two stores is provided by the fact 
that in one town the store catering to townspeople sold 
35 electric hot plates within a few weeks. In contrast, 
the other store, having a larger proportion of farm cus- 
tomers, sold but one or two. 
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The main business street of Point Marion, Va. The Point Marion Hardware Co. store may be seen at the left 


“Rapio Has Kept Us 


CGoinc” 


Says Live Small Town Firm 


-ELLING one hundred radio sets in 1929, repre- 
senting a retail sales volume of more than 
$10,000, proved a literal “life-saver” for the 
Point Marion Hardware Co., Point Marion, Va., 
—a town of 2500 persons. Radio profits, in 

this instance, served to counterbalance the declining 
sales levels which prevailed in certain volume lines, 
enabling the store to show a worthwhile profit on the 
year. In the comparatively short space of three years, 
radio has become the most important specialty line sold 
by the store and, in turn, the store has become the most 
important retail radio outlet in this thriving small town, 


nestled in the mountains between Morgantown, W. Va., 
and Uniontown, Pa. 

J. B. Morris and Raoul Fere are partners in the firm. 
Both wax enthusiastic when the subject of radio is 
mentioned. Mr. Morris, when asked for the firm’s 
opinion of radio in a small town hardware store, replied: 
“Radio has kept us going,” which was certainly a signifi- 
cant and frank retort. Moreover, the radio line has 
demonstrated to the entire satisfaction of the owners, 
that in addition to being a very profitable adjunct to 
their regular lines, it requires scarcely any more atten- 
tion or effort. 

















The business naturally comes to the merchant who is 
prepared to handle it, according to Mr. Morris, who 
explained the steps taken to merit the local patronage 
of radio prospects. The initial step was to secure two 
of the prominent lines, which had already found favor 
with Point Marion radio fans. In this connection, it 
might be well to state that while two lines are carried, 
the second line is used largely for comparison and mer- 
chandising efforts are confined to the one line, for 
which the public has expressed a decided preference, indi- 
cated by their purchases in the locality. 


Prominent Location Helps 
As the next step, the store prepared to display radio 
sets in a befitting manner. This was accomplished ‘by 
setting aside a adequate space in a prominent part of 


the store, on the customer’s immediate left, in full view, 


as they enter the store and of course, directly at their 
right, where it compels attention as they make their exit. 
Fitted up in attractive fashion the department presents 
a neat, homelike and impressive appearance, as is evi- 
denced in the photograph of it, reproduced in connec- 
tion with this article. The radio department or section 
is enclosed at the rear, and both ends with draped decora- 
tive cloth, having valances and panels of crepe paper in 
contrasting colors. A throw rug for the center of the 
floor further aids in creating a homelike setting, while 
Windsor chairs place the prospect in a comfortable posi- 
tion to discuss the proposed transaction, while at ease 
in a receptive frame of mind. Modern show windows 
permit arranging radto window displays that attract 
attention and a radio display practically always utilizes 
one show window. 

Very little solicitation is used and the reason for this 
policy is that in the estimation of this store: “If you 
solicit the radio business in an aggressive manner, 
through house-to-house canvasses and similar methods, 
you are almost certain to get a lot of business you would 
be better off without. People who really want a radio 
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will sooner or later let their desire become known and 
most often when this time arrives, they will be in a 
position to pay for the set or will be fully prepared to 
meet their payments, if the set is bought on installments.” 

Nearly 50 per cent of the three hundred or more sets 
which have been sold by the store since it started to 
handle radio three years ago have been sold on partial 
payments. During this period, it has been necessary 
to make but three repossessions. The installment paper 
has always been handled by a finance company. The 
store’s relations with this. particular organization have 
been pleasant and highly satisfactory. The trade-in 
problem with this firm is of negligible importance as few 
transactions involving used sets have been necessary in 
consummating a substantial and profitable volume in 
radio. At the present time sets selling to the user for 
around $150, completely equipped, are in best demand in 
the store’s trade territory. 


100 Sets Sold a Year 

While putting in radio was primarily a move initiated 
to bolster up a gradually diminishing sales volume, the 
amount of business awaiting the firm was of surprising 
proportions to the owners. They had no idea that it 
would be possible to sell in the neighborhood of one 
hundred sets each year in their somewhat limited natural 
trade territory. With the exception to the three months 
of June, July and August, radio sales are fairly equally 
divided over the remaining nine months of the year. 

One factor given credit for bringing the firm to the 
front in the Point Marion radio picture has been the 
service facilities the store has provided. A competent 
radio expert who can diagnose trouble and remedy it 
in all makes of radio is considered an indispensable fac- 
tor in attaining any degree of success with radio. There 
is a definite reason why the service man should be quali- 
fied to repair radio sets of all types and makes. In this 
manner, he can obtain first hand information on sets 

(Continued on page 70) 


The Point Marion Hardware Co. has frequent radio window displays 
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WO window displays that actually created a 
demand for the merchandise they feature are 
here illustrated for the guidance of hardware 
dealers who are looking for display ideas which 
will really stimulate business. Electric washing 

machines are featured in one display, while at- 
tention is centered on electrical refrigeration through the 
other. Both displays were recently used by the Smith- 
Winchester Co., Jackson, Mich., a progressive hardware 
firm which has long appreciated the pulling power of 
attractive windows. The trims were designed and in- 
stalled by C. B. McKee, who has charge of displays for 
the firm, and who has executed several prize-winning 
windows in hardware display contests. 

C. J. Watts, general manager of the store, has always 
been very particular about having timely window dis- 
plays, as his long experience in the business has convinced 
him that this policy is a decided asset to the store. He 
insists that the windows be neat, clean, attractive and 
frequently trimmed, preferably with seasonable mer- 
chandise. The store has four large windows and it is a 


rule to change the trim of one window each day, keeping 





Two Window Displays that SOLD 
Major Electrical Appliances 


Smith-Winchester Co., Jackson, 
Mich., demonstrates the pulling 
power of attractive windows 


new and timely goods before the buying public. It is 
seldom that the displays prove a disappointment, as the 
people of Jackson have learned long since that Smith- 
Winchester’s windows will hold displays worthy of their 
attention. 

The electrical refrigerator display incorporated a 
unique idea in that the prominent object in it was a 
reproduction, in scale, of the billboards used along the 
highways. The panel poster was carried out in the’same 
colors as are used on the regular sized billboards. Rough- 
ly, the miniature board was about one-half the usual size. 
Three 200-watt lamps were mounted in reflectors along 
the top of the board in the same manner that the regular 
billboards along the road are illuminated. These three 
lamps lighted the poster panel, while the balance of the 
display was illuminated by the regular window lights, 
over which colored gelatine sheets were used. A diamond 
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flasher button was inserted in each lamp socket, which 
made it doubly attractive when viewed at night. 

Artificial grass rugs were used in front of the board 
to carry out the main idea. The expenditure involved in 
the display was $10 and the billboard was made and 
loaned to the store by the local poster company. With 
the help of an assistant, Mr. McKee makes all of the 
window display fixtures used by the firm. 

Five electrical refrigerators were sold during the six 
days that the display occupied the window. In addition, 
a goodly number of prospects were secured through it. 
It is the custom of the store to carry advertisements in 
the local newspapers which tie up with their window 
displays. 


it leans by the 
Pore ~ ha 


ree ca 


gou 
by hand ~ 





The color scheme in the washer window was carried 
out in green to match up with the finish of the washer. 
Colored spotlights were used, focused on the principal 
points of interest. The regular window lights above 
the display were covered with green, lavender, red, 
orange and blue colored gelatine sheets. Green velour 
was used, draped around the washers and about the floor. 

Eleven machines were sold during the six days of the 
campaign, in which the window display played an im- 
portant part. In addition, several of the prospects se- 
cured by the campaign have since purchased washers. 
“And,” concluded Mr. McKee, “like all sales promotion 
campaigns, the store will sell a washer now and then 
for months after.” 


March 208 Apa 122 
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The High Cost of Soot in American Cities 


Soot from smoke, drifting down onto American 
cities, is sufficient in a year to make a layer 21 feet 
thick, spread evenly all over Manhattan Island, and 
weighing 70,000,000 tons, according to figures announced 
by the household research bureau of Peoria, III. 

New York City is a great deal better off than many 
communities. It gets only 372 tons per square mile, 
Pittsburgh gets almost 2000 tons. Baltimore and Chi- 
cago precipitation is around 1500 tons. Chicago’s loss 
from defacement of buildings and destruction of mer- 
chandise is $50,000,000 yearly, says the bureau. 

“Every home must enlist for an endless war on dirt,” 
it declares. “Undoubtedly these conditions never will 


be changed to any great extent. In the household particu- 
larly, the battle is never-ceasing. Clothes become soiled 
quickly ; they must be cleansed just as quickly. Thus 
clothes-washing in many homes has passed the stage of 
a weekly performance. Now it is done every few days, 
it has become so easy to swish garments clean in a 
porcelain tub, spin them dry for the line in the attached 
water-extractor. Spinner washers have simplified the 
old task and taken away all its drudgery. 

“Soot causes an aggregate material damage in our 
cities of more than $500,000,000. That is why more 
and more homes are organizing their cleanliness de- 


fenses against it.” 
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48 HARDWARE AGE for JULY 31, 


1930 





The Dealer’s Opportunity in Selling 
Electrified Farm Equipment 


By P. T. MONTFORT* 


S an illustration of what the use of electrically 
driven equipment is doing to make his farm- 
ing operation more profitable, let us consider 
the dairy farm operated by John M. Florida 
of Alvin, Tex. In addition to the electrical 
equipment, including a range, washing ma- 

chine, iron, percolator, toaster, and radio in the home, 
there is in operation at his dairy a 114 hp. motor driving 
the refrigerating machine, a % hp. power motor on a 
milking machine, a %hp. motor on the water, and 1/6 hp. 
motor on the brine pump. The data collected from this 
farm shows that Mr. Florida is now paying for his entire 
power uses about half the amount he formerly paid for 
ice alone with which to cool his milk. This does not 
take into account the extra labor and inconvenience in- 
volved in handling the ice. The cost of that part of the 
power used in cooling the milk from animal tempera- 
ture to below 40 degrees and in maintaining that tem- 
perature until the milk could be marketed, amounted 
to only 6.5 cents per 100 pounds of milk. The fact that 
it was possible to reduce the temperature of the milk 
rapidly and hold it at this low point enabled Mr. Florida 
to increase the grade of his product to “A,” for which he 
received a premium of 10 cents per pound of butterfat. 
Thus you will see that this premium on one pound of 
fat more than paid the cost of cooling 100 pounds of 
milk. 

And now let us analyze the situation a little farther 
to determine the saving effected by the milking machine. 
Mr. Florida is milking a herd of 120 cows and by the 
use of the machine he has found that he could dispense 
with the services of three men. The wages of these 
three men would amount to a total of $180 per month, 
including room and board. Now let us see what is the 
cost of operating the milking machine. The initial in- 
vestment in the machine completely installed amounted 
to $531. With depreciation allowed for at the rate of 
10 per cent, up-keep (replacement of teat-cups, milk 
tubes, and air lines) at 20 per cent, interest at 6 per cent 
and the cost of current at 6 cents per kilowatt hour, the 
total cost of operation per month is $22.48. In com- 
paring this cost with that of the labor replaced, we find 
a difference of $157.52 in favor of the mechanical milker. 
The cost for power alone amounted to 1.1 cent per 100 
pounds of milk. 

Since Mr. Florida is operating on a somewhat exten- 
sive scale we might well raise the question “Is the milk- 
ing machine profitable when used on the small herd?” 


*An address in brief, as delivered before the recent Texas convention, 
by P. T. Montfort, Research Agricultural Engineer in charge of rural 
electrification in Texas and a faculty member of the Texas A. & M. 
‘ollege 





Why the Dealer Should Be 


Interested 


“Some of you are no doubt wondering whether 
or not the power companies are planning to sup- 
ply the farmers on their lines with this equip- 
ment. Without exception, the power company rep- 
resentatives with whom I have talked during the 
past year have expressed a desire to stay out of this 
merchandising picture. These executives realize 
that your position in relation to the farmer, gained 
after years of experience and contact in supplying 
his hardware and implement needs, ideally fits 
you for this function and they are anxious to co- 
operate in every way possible with the live-wide- 
awake dealer.”—P. T. MONTFORT. 


Let us now consider the results obtained from the farm 
of B. Watson at Buda, Tex. He is milking a herd of 21 
cows and detailed records have been kept on his opera- 
tions both before and @fter the installation of the ma- 
chine. When he was milking by hand approximately 
four hours per day were required by Mr. Watson with 
the assistance of a helper to complete the job. By using 
the milker he is able to complete the milking, without 
assistance, in about three hours time. The cost of his 
machine installed was $362.50. Allowing for deprecia- 
tion, interest on investment, up-keep und including the 
cost of current we find the total cost of operation to be 
$10.47 per month. If we consider only the time of the 
helper which was formerly consumed in milking—four 
hours per day at 20 cents per hour, the cost of the labor 
replaced would be $24, a saving of $13.53 per month. 

In-the two cases cited above we have considered only 
the matter of dollars and cents. We have failed to 
mention the fact that with machine methods the physical 
exertion of the operators has been materially lessened 
thus relieving to a great extent that drudgery which has 
rendered dairying so unattractive in the past. 

Some of you are no doubt wondering whether or not 
the power companies are planning to supply the farmers 
on their lines with this equipment. Without exception, 
the power company executives with whom I have talked 
during the past year have expressed a desire to stay out 
of this merchandising picture. These executives realize 
that your position in relation to the farmer, gained after 
years of experience and contact in supplying his hard- 
ware and implement needs, ideally fits you for this 
function and they are anxious to cooperate in every way. 
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W. H. CODY SALES HEAD 
FOR VLCHEK TOOL CO. 
| 


Announcement has just been | 
made by Frank J. Vichek, pres- | 
ident of the Vichek Tool Co., | 
of the appointment of W. H. | 
Cody to the position of general | 
sales manager of the Vichek | 
Tool Co., Cleveland, Ohio. 

Mr. Cody has for a number 
of years served the VIchek 
Tool Co. as Western manager, 
where, according to Frank J. 
Vichek, he demonstrated a re- 
markable ability to analyze 
problems of the wholesalers 
and retailers, which led to his 
appointment to his present posi- 
tion. 

Mr. Cody’s offices will be in 
Cleveland. 


ADRIAN BAREL SAILS ON 
TRIP TO EUROPE 


Adrian Barel, who represents 
Wiebusch & Hilger, Ltd, of 
106 Lafayette Street, New York 
City, cutlery and hardware fac- 
tory representatives, in the mid- 
dle western territory, has sailed 
on an extended trip to Europe. 

While the trip is primarily 
being made to visit Holland, he 
will also visit several other 
European countries in the in- 
terest of the firm. He plans to 
return to the United States in 
early August. 

MOHRENNE REPRESENTS 
MORRIS MFG. CO. IN EAST 

Gus Mohrenne has been ap- 
pointed eastern sales agent for 
the E. Morris Mfg. Co., 251 
West Jefferson Avenue, De- 





troit, Mich. The eastern sales 
offices of the company are lo- 
cated at 246 Fifth Avenue, 
New York. The Morris prod- 
ucts, in addition to high grade 
razor strops, include Adoration 
straight razors, clippers, shears, 
Belgian hones and barber sup- 
plies. 

Mr. Morhenne is well known 
among the trade in the terri- 
tory east of Pittsburgh and 
through New England, as he 
has traveled in these sections 
for the past twelve years. He 





will continue to serve as east- 


Prominent Tool Companies Propose 


Merger—Stockholders to Decide 


Consolidation Plan Includes American Fork & 
Hoe Co., Kelly Axe & Tool Co. and Skeleton 
Shovel Co.—May Later Include Another Promi- 


nent Firm 


Yet 


as 


Unnamed — Distribution 


Through Wholesalers Will Be Continued 


Plans for the consolidation of | 
the American Fork & Hoe Co. 
of Cleveland, Ohio, the Kelly 
Axe & Tool Co. of Charleston, 
W. Va., and the Skelton Shovel 
Co. of Dunkirk, N. Y., have 
been approved by the boards of 
directors of these companies and 
are being recommended to the 
stockholders of the respective 
companies for adoption. 

The suggestion of a merger 
of these prominent companies 
was first made by important 
banking interests about a year 
and a half ago. After a long | 
and careful study and analysis, | 
the suggestion was considered 
practical and constructive, and 
the details were worked out. 

Inasmuch as nearly all the 
tools made by these companies 











GEO. B. DURRELL 


are composed of steel heads and | 
wood handles and the processes 


| fering of the stock. 
| leading officers of the compo- 


inasmuch as the tools of all 
the companies are sold to the 
same classes of dealers and con- 
sumers, great savings can be 





W. C. KELLY 


effected in their distribution by 
a single large company. 

All the companies now enjoy 
a good foreign trade. This, it 
is thought, can be greatly ex- 
tended and enlarged by the 
merged company. 

We are informed that the 


| merger will be effected solely 


by an exchafge of stock, and 
that there will be no public of- 
All the 


nent companies will retain their 
stockholding interest and _ re- 
main active in the operation of 
the new company. 

While the selection of the of- 
ficers will, of course, be made 


ern sales agent for the Hygenia | of manufacture are quite sim-| by the board of directors of 


Brush Co., of Worcester, Mass., | 
who manufacture open-backed | 
aluminum hrushes. 


ilar, it is claimed that great | 
economies of manufacture cian 


the consolidated company, we 
are reliably informed that W. 
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| be effected by the merger. Also} C. Kelly, president of the Kelly | 


Axe & Tool Co., will be chair- 
man of the board of directors; 
G. B. Durell, president of the 
American Fork & Hoe Co., will 
be president and general man- 
ager, and E. W. McCarty, 
president of the Skelton Shovel 
Co., vice-president in charge of 
sales. 

It is thought that the merger 
will be complete in about six 
weeks. 

Rumor has it that at least one 
other equally strong and respon- 
sible manufacturer of a kindred 
line will be taken over. The 
capitalization will be $4,000,000 
first preferred and 500,000 shares 
of no par common stock. 

It is understood that a defi- 
nite form of identity will be re- 
tained by each company, and that 
all brand names will be con- 





E. W. McCARTY 


tinued. It has been definitely 
stated that the distribution of 
these various lines, will continue 
as in the past to be through the 
wholesaler. 
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YOKICHI TAGA TO VISIT 
AMERICAN MFRS. 


Yokichi Taga, Okamichi, 
Osaka, Japan, manufacturers’ 
sales agent for tool, hardware 
and sundry lines, left Yoko- 
hama on July 15 for a visit in 
this country. For more than 
ten years he has represented 
several American manufactur- 
ers. Mr. Taga will be in Chi- 
cago, Ill., about the end of July 





YOKICHI TAGA 


and will spend a week or ten 
days in Cleveland, Ohio, with 
his manufacturer. He will then 
go to New York for about five 
or six weeks. 

Mr. Taga’s New York ad- 
dress is c/o I. Sekine Co., Inc., 
114 E. 16th St. At present he 
represents the following Ameri- 
can concerns: The Standard 
Tool Co., Cleveland, Ohio; The 
Millers Falls Co., Millers Falls, 
Mass.; Landon P. Smith, Inc., 
Irvington, N. J., and Benjamin 
Hacker, export manager, 280 
Broadway, New York City. 





KING HARDWARE CoO. 
EXPANDS IN ATLANTA 


Following a notable increase 
in sales in June over the same 
month last year, and with an- 
other increase in prospect for 
the present month, the King 
Hardware Co., Atlanta, Ga., 
announces the acquisition of 
two new sales _ representatives 
and a new store official to help 
carry on the expanding busi- 
ness. 

C. A. Thomas, who was with 
the company from 1917 to 1928, 
and has since been in the oil- 
burner business for himself in 
Atlanta, returns as a traveling 
wholesale sales representative ; 
Byrd Burgamy has come from 
Macon, where he was manager 
of the Dunlap Hardware Co. 
store, to take the post of assis- 
tant manager of the main store 
at 53 Peachtree Street, and 
Richard E. Manston, former 
sales manager of the Zachry 
Manufacturing Co., of Atlanta, 
comes to the company as a city 
sales representative. 

To show its appreciation of 
the cooperation of employees in 





making possible the sales rec- 
ords of June, the company was 
host at a barbecue and dance 
Friday night at Idlewood Park. 
Chicken barbecue, fried chicken, 
watermelon and lemonade com- 
prised the delicious meal, and 
afterward there was dancing in 
the pavilion. 

Dean S. Paden, vice-president 
and general manager of the 
firm, in announcing the expan- 
sion program, expressed his ap- 
preciation of the record which 
the cooperation of employees 
had made possible. 





VONNEGUT CO. TO OPEN 
NEW BRANCH STORE 


The Vonnegut Hardware Co., 
whose main store is located at 
120-24 E. Washington St., In- 
dianapolis, Ind., has announced 
its intention to open a branch 
store at 5534 E. Washington 
St., in the heart of the Irving- 
ton business district. The new 
store, which will occupy a very 
spacious new building that is 
now under construction, will be 
known as Vonnegut’s Irvington 
store. 

Although the staff for the 
branch store has not yet been 
chosen, it will be selected from 
members of the present main 
store personnel. The new store 
will be completed in time to 
onen to the public on or about 
Oct. Lb 


INTERNATIONAL SILVER 
REORGANIZES BRANCHES 


The International Silver Co., 
Meriden, Conn., has reorganized 
its method of distribution, di- 
viding the country into five sell- 
ing divisions. Each of the five 
sales divisions will be under the 
supervision of a district man- 
ager, and headquarters for each 
division are located in the prin- 
cipal city situated in each divi- 
sion. 

New divisional offices are as 
follows: Eastern Sales Divi- 
sion, 9-19 Maiden Lane, New 
York City, K. C. Merrill, divi- 
sion manager; Southeastern 
Sales Division, 801 Hurt Bldg., 
Atlanta, Ga., D. H. Havens, di- 
vision manager; Western Sales 
Division, 5 N. Wabash Ave., 
Chicago, Ill., B. S. Felvey, di- 
vision manager; Southwestern 
Sales Division, Ambassador 
Bldg., St. Louis, Mo. R. C. 
Munn, division manager, and 
Pacific Coast Sales Division, 
150 Post St., San Francisco, 
Cal., E. V. Saunders, division 
manager. 

The plan enables the company 
to better internationalize its ef- 
forts and will facilitate greatly 
improved service to the distrib- 
utor. 





Kokomo Stamped Metal Co. Merges 
with Kingston Products Corp. 


The Kokomo Stamped Metal 
Co., Kokomo, Ind., has an- 
nounced that a merger has been 
consummated with the Kings- 
ton Products Corporation, of 
that city. The Kokomo Stamped 
Metal Co. has for years been 
one of the leading manufac- 
turers of roller skates. Re- 
cently an extensive line of toys 
has been produced by the com- 
pany, embracing Kokomo Little 
Lady Juvenile Electric Ranges 
and Irons, Big Six and Twin 
Six guns and targets, and Elec- 
tricar, an electric floor toy. 

While the Kokomo Stamped 
Metal Co. has always been a 
subsidiary of the Kingston com- 
pany, the consolidation just ef- 
fected has made available ex- 
ceptional designing, engineering 
and production facilities. As a 
consequence, plans are being 
made to further develop the 
items which are being manufac- 
tured at the present time and to 
broaden the line generally. 

Although the Kingston Prod- 
ucts Co. has not been identified 
with the toy industry in the 
past, it has for many years been 
outstanding in the manufacture 
of automotive electrical spe- 





cialties, and still more recently 
in the design and production of 
radio equipment. In addition, 
the company controls modern 
gray iron, malleable, brass and 
aluminum foundries, all located 
in Kokomo. This, coupled with 
the fact that the Kingston or- 
ganization has worked very 
closely with the old company 
and has supplied them with 
many special parts and mate- 
rials, makes them thoroughly 
conversant with toy design and 
production requirements. 

John L. Reuss, formerly gen- 
eral manager of the Kokomo 
Stamped Metal Co., has as- 
sumed charge of sales and ad- 
vertising in the newly acquired 
toy division of the Kingston 
company. It is generally felt 
that the more adequate facil- 
ities provided by the merger 
will prove mutually advanta- 
geous to the toy trade and to 
the company. Practically, the 
change will be in name only, as 
all present lines will be pro- 
duced. and nationally advertised 
under the well known Kokomo 
trade name. There will be no 
change in policy or distribution 
methods. 





G. ENGLAND REPRESENTS 
RED DEVIL ON COAST 


Garner B. England, who has 
been connected with Landon P. 
Smith, Inc., Irvington, N. J., 
manufacturers of glass cutters 


/ 





GARNER B. ENGLAND 


and glaziers’ tools, has been 
transferred and placed in charge 
of the territory west of Denver, 
with headquarters at San Fran- 
cisco, Cal. 





Mr. England, in the past, has 
covered the eastern part of the 
United States and Canada, as 
well as certain southern States 
for the company. In being pro- 
moted to the Pacific Coast ter- 
ritory, he, has realized one step 
toward his goal through secur- 
ing the assignment. 

He will work in the inter- 
ests of hardware and glass job- 
bers, making a careful survey 
of retail dealers in his terri- 
tory, collecting their orders and 
turning them into the hardware 
or glass jobber specified by the 
dealer. The territory includes 
the State of California, Oregon, 
Washington, Montana, Wyom- 
ing, Idaho, Nevada, Colorado, 
Arizona and New Mexico. In 
his new position Mr. England 
will cooperate with salesmen 
representing glass and hard- 
ware wholesalers, giving them 
the benefit of his thorough 
knowledge of the type of glass 
tools made by the Red Devil 
Company. 

His many friends, we are 
quite sure, will be pleased to 
learn of his advancement with 
one of the oldest and _ best 
known glass tool concerns. 























HARDWARE. AGE for JULY 31, 1930 


51 





_C. E. JENNINGS PASSES; | STAINLESS STEEL FIRM 


MANUFACTURED TOOLS 


Charles E. Jennings of the 
tool manufacturing firm of C. 
E. Jennings & Co., and presi- 
dent of the Jennings & Griffin 
Mfg. Co., both firms being lo- 
cated in Tracy, Conn., passed 





CHAS. E. JENNINGS 


away July 14 at his home, 197 
Flax Hill Road, South Nor- 
walk, Conn. 

Mr. Jennings was 84 years 
of age and had been ill for 
more than a year. He was 
known throughout the world as 
a manufacturer of tools, having 
extensively in this 
country and abroad, visiting 
European countries as well as 
Cuba and Mexico, and was con- 
sidered an expert in tool and 
export matters. 

His first paternal American 
ancestor was Joshtia T. Jen- 
nings, who came to this coun- 
try from England in 1645, set- 
tling in Hartford, Conn., and 
later removing to Fairfield, 
Conn., where he died in 1674. 
Jacob Jennings, in the direct 
line of descent, came from Fair- 


traveled 


field to Norwalk, Conn., in 
1762. The Norwalk branch of 
the family has since resided 


there. 

Mr. Jennings was a member 
of the Foreign Trade Council 
of New York, one of the gov- 
ernors of the India House, for- 
mer president of the American 
Manufacturers Export Associa- 
tion, charter member of the 
Hardware Club of New York, 
life member of the New En- 
gland Society of New York, 
member of the American Asso- 
ciation of Political and Social 
Science and the American Eco- 
nomic Association of Cam- 
bridge, Mass. 





STARTS IN MASSILLON 


The Stainless Steel Products 
Corp., a recently incorporated 
concern of Massillon, Ohio, will 
start operations in about four 
weeks. The company will man- 
ufacture a variety of stainless 
steel products, including kitchen 
and cooking equipment, build- 
ing and hardware supplies, au- 
tomobile accessories, and hos- 
pital, dairy, soda fountain and 
industrial machinery equip- 
ment. 


NOELKE MADE GEN. MGR. 


OF ELECTROTRIM, INC. 
A. H. Noelke, until recently 
general manager of the Para- 
Co., Chicago, 


mount Electric 


has taken up a similar position | 


with Electrotrim, Inc., of Union 
City, Ind. Through his work 





| 
| 


become known to more than 
32,000. electrical contractors, 
electrical and hardware dealers. 
His experience in the industry 
and understanding of contract- 
ors’ and dealers’ problems has 
brought Mr. Noelke an envi- 
able position in the trade. 

In assuming his new position, 
he will devote his major efforts 
to sales of Electrotrim, a new 
wiring product. Electrotrim, 
Inc., the manufacturing com- 
pany, is a recently organized 
subsidiary of the Backstay 
Welt Co., who are manufac- 
turers of allied products in the 
same city. 

Electrotrim is an entirely new 
development in extension wir- 
ing which is said to have many 
advantages in its favor. It 
consists of two conductors en- 
closed in a stitched cover, which 
incorporates a tacking and nail- 
ing strip and a covering strip 
that protects the wires and 
hides the fastenings used. It is 
readily applied to walls, ceiling, 


in past years Mr. Noelke has} moldings, baseboards or floor. 


Moline Pressed Steel Co. Now the 
Buddy “L” Mfg. Co. 


Effective July 1, the Moline 
Pressed Steel Co., East Moline, 
Ill, became the Buddy “L” 
Mfg. Co., to bring about a 
closer tie-up with the name of 
its products which are known 
as the Buddy “L” toys, having 
been named for Buddy Lund- 
vahl, the son of Fred A. 
Lundvahl, founder of the com- 
pany. With the change of name 
came a change in executive per- 
sonnel, so that Mr. Lundvahl 
might be relieved of some of 
the details and worry of the 
business. 

J. W. Bettendorf, the new 
president, is well known as a 
prominent industrialist and 
financier, being the head of a 
number of large manu:acturing 
plants, among which are The 
Bettendorf Co., builders of all- 


steel railroad cars and _ steel 
underframes; The Bettendorf 
Foundry, Westcot Chippewa 


Pump Co. and others. Mr. 
Lundvahl becomes  vice-presi- 
dent and will have full charge 
of origination and manufactur- 
ing. R. F. Valentine is vice- 
president in charge of advertis- 
ing and sales. He is well 
known as a toy merchandiser 
and has had a particularly ex- 
cellent experience in the indus- 
try. E. J. Bettendorf, son of 
the president, is secretary and 
treasurer. He is also associ- 
ated with his father in the vari- 
ous other enterprises mentioned. 





It is interesting to know that 
this large and growing business 
started with a capital of only 
$1,500. The concern was 
started to manufacture automo- 
bile fenders, and its conversion 
to a toy plant might be consid- 
ered almost accidental. Mr. 
Lundvahl’s desire to make up 
something new and different in 
the way of a toy for his son, 
then a very little boy, prompted 
the design and making up of an 
all-steel truck, which in minia- 
ture reproduced the real _arti- 
cle in every respect. This new 
and unusual toy created so 
much interest among other chil- 
dren of the neighborhood that 
parents began to importune Mr. 
Lundvahl to maké up some 
more for their youngsters. 
This demand prompted the for- 
mation of the Buddy “L” line, 
which was first introduced at 
the 1922 toy fair. The first re- 
ception from dealers was not 
encouraging, as they claimed 
that the line would not sell be- 
cause of the price, which they 
called “unheard of in toys.” 
Within two years, however, dis- 
tribution had got under way and 
the plant was soon swamped 
with orders, necessitating con- 
sistent expansion. 

The line is now quite com- 
plete, including all kinds of 
trucks, derricks, sand shovels 
and similar substantial all-steel 
playthings. 





| 
WALTER H. SEAVER DIES; 


WITH COLUMBIA STEEL 


Walter H. Seaver, manager 
of sales of the wire products 
department, Columbia Steel Co., 
San Francisco, died in Berke- 
ley, Cal., on July 13. He was 
born in West Roxbury, Mass., 
Aug. 5, 1870. For a number 
of years he was associated with 





W. H. SEAVER 


John Wales & Co., Boston. In 
1898 he was appointed secre- 
tary and sales manager of the 
National Steel & Wire Co. He 
resigned in the fall of 1905 
from the National Wire Corp. 
and joined the sales department 
of the New York office of the 
American Steel & Wire Co. In 
the early part of 1907 he was 
transferred to San Francisco as 
assistant Pacific Coast sales 
agent. When the United States 
Steel Products Co. was formed 
on Oct. 1, 1911, he was ap- 
pointed manager of sales of the 
wire products department. 





G. M. PABST TO RESIGN 
FROM JOHNSON MOTOR 


The G. M. 
Pabst, for the past year sales 


resignation of 
promotion manager and director 
of sales in the southern division 
Motor Co., 


been ac- 


Johnson 
Waukegan, IIl., has 
cepted, and will become effective 
Sept. 1, 1930. Need for a rest 
was given by Mr. Pabst as the 
reason for his resignation. 

Mr. Pabst’s entrance into the 
marine field came after extended 
experience in the automotive. 
and oil industries. He is the 
author of several articles on in- 
dustrial sales promotion plans. 
He has been connected with the 
Ford Motor Co., Chevrolet, and 
for two years was sales execu- 
tive in charge of promotion and 
sales for the Skelgas division of 
the Skelly Oil Co. 


for the 
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VAN ALSTYNE HEADS 
WIEBUSCH & HELGER 


P. L. Van Alstyne has as- 
sumed the presidency of Wie- 
busch & Hilger, Ltd, 106 La- 
fayette St. New York City, 
succeeding the late Charles F. 
Wiebusch. Plans are now be- 
ing considered for an important 
expansion of the firm’s activi- 
ties as manufacturers’ sales rep- 
resentatives for cutlery and 
hardware products. 

Mr. Van Alstyne served as 
president of the firm from 1914 
to 1928 and is well known to 
wholesale as well as_ retail 
hardware and cutlery executives 
throughout the country. 





WALLACE OF GEUDER, 
PAESCHKE & FREY DIES 


The golden anniversary of 
Geuder, Paeschke & Frey Co., 
well-known metal manufactur- 
ers of Milwaukee, has been 
marred through the untimely 
death of Charles E. Wallace, 
who had represented the or- 
ganization for more than 33 
years, with headquarters in St. 
Louis. 





Mr. Wallace was a man of 
splendid character and enjoyed 


the complete confidence of his 
company as well as that of 
many customers who became 
his friends during the years 
he came in contact with them 
in a social and business way. 
His relations with the company 
were perfect and he was a 
friend of every official and em- 
ployee in the plant. His com- 
panionable, happy manner made 
many true friends, who ad- 
mired him for loyalty, diligence 
and constant attention to his 
work, 

He was one of those men who 
can rarely be replaced, and he 
will always be missed by his 
immediate family, his friends in 
the trade and by all who were 
closely associated with him. 





FREIGHT RATES HEARING 
ON CAST IRON PIPE 


The Interstate Commerce 
Commission has set Sept. 4 as 
the date for a hearing, to be 
held in Washington, before Ex- 
aminers Wilson and McCoy re- 
garding the complaint of the 





Florence Pipe & Foundry Co., 
Florence, N. J., against rates 
for hauls up to 500 miles pre- 


steel rate case prescribing a 
mileage basis throughout Offi- 
cial Classification territory. 

This is the first complaint 
formally filed with the commis- 
sion in this case, and by some 
is thought to be the opening 
wedge of many complaints 
against the short haul rates pro- 
vided in the scale. Iron and 
steel producers in the Pitts- 
burgh district have been par- 
ticularly vehement in protesting 
against the short haul rates, but 
have not as yet filed protest 
with the Interstate Commerce 
Commission. 


FORMER WHITE PLAINS 
N. Y. MERCHANT DROWNS 


Eugene Wilsey, 51 years old, 
of Amityville, L. I. was 
drowned in Rowe Pond, near 
Bingham, Me., on July 20. Mr. 
Wilsey had left Amityville two 
weeks previously on his vaca- 
tion and was swimming with 
a companion when he_ was 
drowned. 

Intil the death of his wife, 
fifteen years ago, he had con- 
ducted a hardware and paint 


scribed in the general iron and! business in White Plains, N. Y. 





RMA DIRECTORS MEET 
AT NIAGARA FALLS 


Radio industry leaders scanned 
the business horizon at a meet- 
ing Wednesday, July 30, at the 
General Brock Hotel in Ni- 
agara Falls, Ontario. The call 
for the midsummer meeting of 
the Board of Directors of the 
Radio Manufacturers Associa- 
tion was issued by President 
Morris Metcalf. 

Summer sales of radio prod- 
ucts generally are picking up, 
according to President Metcalf 
of the RMA, and the outlook 
for fall business is good. A 
number of manufacturers are 
going into production on new 
models of radio receiving sets 
and other products in prepara- 
tion for the fall trade. These 
and many other radio problems 
were discussed by the RMA 
directors at the Niagara Falls 
meeting, and the directors con- 
sidered plans for the expansion 
of service to the association’s 
members. The meeting was the 
first since the recent successful 
RMA convention and trade show 
at Atlantic City. 








John P. Carter, McClung Salesman, “Gets Goats” Winning Contest 


Since February 1 the trav- 
eling salesmen of C. M. Mc- 
Clung & Co., wholesale hard- 
ware, Knoxville, Tenn., have 
been competing in a Red, White 
and Blue Sales Contest devised 
by Walter M. Bonham, presi- 
dent of the firm. 

The announcement of the 
final victors and awarding of 
prizes in this hotly fought con- 
test was made a special feature 
of the annual banquet, given re- | 
cently at the Cherokee Country 
Club by officers of C. M. Mc- 
Clung & Co. in honor of the 
firm’s traveling representatives | 
and house salesmen. 

| 
| 








Before the banquet rivalry | 
was keen. Herman Miller, | 
J. L. Wilbanks and John P. 
Carter, respective captains of 
the Red, White and Blue teams | 
and their team mates were all | 
confident of victory and having 
“got the goats” of each other. | 

With the serving of the after- | 
dinner coffee and cigars, Mr. | 
Bonham announced that the | 
contest had been actually won | 
by the Blue team, composed of 
John P. Carter, as captain, and 
his team mates: Sam H. Doug- | 
lass, Henry Waisman, J. E. 
Hale, Tom Greene, Mack A. | 
Clark, E. E. Jacobs, Marion | 
Edwards, Homer Randles and | 
Ralph Rule. 


Handsome 








individual check 


prizes were awarded to John| 


The hosts for the evening 


P. Carter, J. E. Hale, Tom! were C. J. McClung, chairman 
Greene, Mack A. Clark and Hu | of the board; W. M. Bonham, 


R. Rule. 





president; Bruce Keener, Jr., 





WALTER M. BONHAM, PRESIDENT OF C. M. McCLUNG 
& CO., CONGRATULATES JOHN P. CARTER, CAPTAIN 


OF THE BLUE TEAM, ON 


“GETTING THE GOATS” 


OF THE RED AND WHITE TEAMS IN A RECENT 
McCLUNG SALES CONTEST 


vice-president; John S. Van 
Gilder, vice-president; F. E. 
Barkley, secretary and treasurer, 
and C, A. Burks, assistant sec- 
retary. 

This McClung banquet was 
given as one of the features of 
the annual midsummer McClung 
sales conference, which lasted 
three days. Merchants, who 
might have stepped into the 
sales conference room during 
the days of the session, could 
easily have thought they were 
in some college class room in- 
stead of a wholesale hardware 
establishment, as pencils, note 
pads and books a foot thick 
were being busily handled by 
the McClung salesmen. 

Charts, pictures and new 
items of hardware were being 
expertly demonstrated by east- 
|ern factory representatives. 
| Styles in new fall heaters, fash- 
ion’s latest shades of color in 
| bathroom fixtures; garden fer- 
tilizer that would rival Jack and 
his famous beanstalk; and hun- 
| dreds of other lines were dis- 
| cussed. 

On the program for the last 
day of the conference, John S. 
Van Gilder talked on “A 
| Pledge and Golf and Selling.” 
Bruce Keener, Jr., spoke about 
| “Hardware That Sells and Sat- 
| isfies,’ and Walter M. Bonham 
| told about “The Happy Out- 
‘look for Fall Business.” 
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“—=IN the WEEK’S MAIL = 


Comments of Our Readers on Recent Editorials 


Too Much Contentment 


STEVENS Point, Wis.—We certainly do 
like your article in the HARDWARE AGE 
of July 17, when you write about merry- 
go-rounds and getting somewhere. 

There is, and has been, too much loose 
talk as well as too much healthy con- 
tentment among the retail merchants. 
They are always waiting for a miracle 
to happen so that they may be relieved 
of any strenuous effort in bringing their 
business up to a point of success. 

B. CHRISTIANSON, 
Secretary-Treasurer, 
Wisconsin Retail Hardware Association. 


Read It With Hamp 


ATLANTA, Ga.—Congratulations and 
congratulations on your July 10 and 17 
editorials in HArpwareE AcE. I was 
with Hamp Williams at Hot Springs, 
Ark., when we read your July 10 edito- 
rial, “As the Retail Dealer Views It,” 
and he also commends you very highly 
for the editorial. You hit the nail 
squarely on the head. I think the retail 
dealer is pretty well fed up on advice 
and being blamed for a lot of things that 
he is not responsible for. 

Your July 17 editorial, “Let’s Quit 
Riding Merry-Go-Rounds and Go Some- 
where,” is a full statement of the cold 
facts, and I think will have the approval 
of everybody who knows anything at all 
about the activities of the Hardware 
Council. The hardware dealers need just 
such encouragement and facts as given 
in these two editorials. I consider these 
two editorials constructive work in behalf 
of the retail hardware dealers. It gives 
justification for his existénce, and it lends 
encouragement to help him on to bigger 
and better things. The best of good 
luck to you and loads of good wishes for 
your continued success. 

WaLter HARLAN, 
Secretary-Treasurer 


Southeastern Retail Hardware & 
Implement Association 


Thank You Too 


PHILADELPHIA, PA.—TI have just fin- 
ished reading your article in this week’s 
issue of HaArpwareE Ace, “Let’s Quit 
Riding Merry-Go-Rounds and Go Some- 
where.” I hope none of your readers 
will miss it. As you indicate, all the 
talk and consultation and recommenda- 
tion in the world are worth only so much 
as they influence action. Perhaps the 
hope leads me to believe that more man- 
ufacturers and wholesalers and retailers 
have been influenced by the reports of 





The editorial, “Let’s 
Quit Riding Merry-Go- 
Rounds and Go. Some- 
where,’ referred to in 
several of these letters, 
was published in the July 
17 issue of HARDWARE 
Ace. A few additional re- 
prints of this article are 
available upon request. 


—THE Ebirors. 











the Hardware Council than we have evi- 
dence of. It is a slow and a discourag- 
ing task to attempt to tell other people 
how to run their business, but educa- 
tional effort of this character seems 
slowly to bring about improvements after 
the original source is forgotten. Thanks 
for your very able and constructive ar- 
ticle, which I am taking the liberty of 
calling to the attention of each member 
of the Hardware Council. 
Fayette R. Prius, 
President, Fayette R. Plumb, Inc. 


Likes the Diewteeee 


PHILADELPHIA, Pa.—I, of course, was 
attracted by the article you wrote, which 
appeared on page 30 of your July 17 is- 
sue. 

I am particularly struck with the di- 
rectness with which you treat what ap- 
pears to be a growing human weakness 
among business men. As usual, you tell 
the truth, but you tell it with such ability 
and diplomacy that not only will no of- 
fense be taken, but I am hopeful that it 
will start some action in all three 
branches of the hardware industry. 

I congratulate you, especially upon this 
article, but also for the good work that 
you are doing in general. 

C. W. Assury, 


Vice-president, 
Enterprise Mfg. Co. of Pa 


And Tax Collectors ie Said to be 
Hard to Please 


West Patm Beacu, Fia.—I_ have 
looked over the issue of June 26 with 
much interest and realize that you are 
getting out a very fine magazine and one 
that is worthy of careful reading by 
your subscribers; a magazine that should 
increase the efficiency of those who make 
careful use of the opportunities offered. 

Roy A. O’BANNon, 


Tax Collector 
of Palm Beach County 


From Far Off Japan 


OKMACHI, OsAKA, JAPAN—I am a sStu- 
dious reader of your HARpwarE AGE for 
many years and I value your magazine 
as the best medium for hardware dealers 
and importers abroad. Kindly accept my 
appreciation for the valuable work you 
are doing for improvement of hardware 
trade as well as the trade between the 
United States and foreign countries. 

Yokicu! TaGA, 


Manufacturers Agent 
for Hardware and Tools 


More Than 100 Per Cent 


INDIANAPOLIS, INpD.—Practically ev- 
erything you write for the HARDWARE 
AGE, or otherwise, is 100 per cent good, 
if not perfect. Every once in a while 
you, like most other people, rise above 
yourself, as it were, and write some- 
thing that is even more than 100 per 
cent, and right now I am referring to 
your recent article in HaArpWARE AGE, 
issue of July 17, “Let’s Quit Riding 
Merry-Go-Rounds and Go Somewhere.” 
And I am not writing you this “jolly” 
just because I happen to be a member of 
the Hardware Council, to which I have 
given the best of my poor efforts the 
last four years but because it is the 
truth. 

Here’s wishing you everything good 
for the future. 

N. A. GLADDING, 
Ist Vice-president and General Sales Mer., 
E. C. Atkins & Co. 


Hobart’s With Us Strong 


Cirnton, Itt.—I was looking through 
the July 17 issue of Harpware AGE and 
noticed your article on the Hardware 
Council, entitled “Let’s Quit Riding 
Merry-Go-Rounds and Go Somewhere,” 
and take this opportunity of telling you 
how much I agree with you. 

For two years I have been more or 
less discouraged with the reception of 
the work of the Hardware Council. I 
have contended repeatedly that the coun- 
cil had accomplished about all that could 
be accomplished until some of the sug- 
gestions had been acted on favorably by 
the hardware trade. In fact, I felt that 
the energies of the council should be 
directed toward a better presentation of 
what has already been accomplished than 
the study of new subjects. 

I hope that you will see fit to write 
more articles of this kind, and I assure 
you I will be only too glad to help you 
in any way that I can. 

Hosert R. Beatty. 


ey " 
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Albertoni Portable Reel 


The Albertoni portable hose reel is a light, compact and easily car- 
ried device made by the A. G. Albertoni Swivel & Valve Works, 710 
Williamson Bldg., Cleveland, Ohio. It fits in brass brackets two of 
which are supplied with reel. Reel may be lifted out or placed in 
bracket with ease. It is supplied with standard 34 inch fire hydrant 
outlet and will hold 100 feet of 34 inch hose. All working parts are 
of machined cast brass with graphite packing to prevent leakage. It 
may be turned with one hand while water is running at which time 
nozzle is held by one of the spokes. Type B, the portable model with 
flexible nose connection and two brackets, is made to sell for the sug- 
gested selling price of $6.00. Type A, permanent installation model 
fitted directly to sill-cock, is made to sell for the suggested selling price 
of $7.00. Discount to dealers is 30% 








Bits for Electrical Trade 


Red Swan auger bits with single spur especially for the 
use of electricians have been added to the line of The 
James Swan Co., Seymour, Conn. No. 05-C is coarse 
thread, for pipe O.D. 14, 15, 16, 18, 20, 22, 24/16 inch, 
9 inches overall and 4 inch twist. No. 0! Fast Bore, for 
cable has coarse thread, sizes 10, 11, 12, 13/16 inch, is 
10 inches overall and has 5% inch twist. No. 03 Fast 
Bore, coarse thread bit is for boring machine, also lock 
setters. It has 3 inch twist, is 6% inches overall, and is 
offered in 10, 11, 12, 13, 14, 15, 16, 18/16 inches. Bit 
No. 052 is for electric hand drill and has shanks to fit three 
way, Y inch chuck. It is 7 inches overall and has 4 inch 
twist. Sizes in 16ths are available from 4 to 16 inclusive 
Dealers discounts on bit 30-5% from list 


are 











Craftsman 
Choker 
Collar 


| 


A dog collar that may be used as choker or as ordinary round collar 
by reversal of rings is made by Craftsman Leather Specialty Company, 

















29 South Jefferson St., Dayton, Ohio. 


The No. 15 is % inch wide and 





measures 16, 18 and 20 inches. 


It is of the best quality English styie 


Peerless Re-Tiring Machine 
Patent Products & Rubber Company, 1938 Calumet Ave., Detroit, 


Aich., has greatly improved its Peerless Re-Tiring machine. It is guar- 
anteed to apply any size tiring on any size wheel. Patented features 
permit of good tight application of tiring without the wire breaking. 
Improved features are included for closing joint in tiring. The maker 
estimates it will cut dealers’ cost of re-tiring more than 300 per cent. 
Price is $15.00 











March Ace Sprinkler 


March Automatic Irrigation Co., Muskegon, Mich., offers the Ace 
model sprink!er with adjustable nozzles which will cover any circular 
area from eight to fifty feet. It is adjustable for any weight of stream 





or distance. Sprinkling parts are of brass equipped with a special new 
bearing. Base is finished in an attractive green. Suggested retail 
selling price is $3.25 each 


‘ a 





Western Hand Trap 


The Western Hand Trap made by Western 
Cartridge Company, East Alton, Ill., is a sim- 
ple target thrower making it possible to enjoy 
shotgun shooting anywhere and anytime. In- 
comers, quarterers, straightaways, crossing 
birds and other shots are possible with this 
trap. It weighs 11] ounces, is small enough 
to fit into a handbag and utilizes the same 
dependable type of carrier used for many 
years on the Western Automatic Trap. It 
has rust proof finish equipped with spring, 
no-slip thong. Perfect control is given over 
target, imparting to it the rotary, spinning 
motion which makes it shatter readily when 
hit. Cost to dealer is $1.50 and the suggested 
retail selling price is $2.00. 









sewed and trimmed with solid brass. The cost per dozen is $27 60, 
with discount to dealer of 50% and suggested discount to consumer of 
16 2/3%. ‘This type and No. 17, which measures 1% inches in widt 
are available in russet or black. No. 17 is available in 20, 22 and 2° 
inch lengths at $33.60 a dozen, to dealer, with the same discount and 
suggested discount as the narrower style. 
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Valveless Mirro Percolators 


A valveless electric per- 
colator of cold water type 
has been added to the line 
of Mirro aluminum uten- 
sils made by Aluminum 
Goods Mfg. Co., Manito- 


woc, Wis. Percolation is 
practically instantaneous 
as double walls insulate 
water in contact with 


emersion heating unit from 
balance of pot. The ele- 
ment of this percolator, 
which is offered in 1% 
and 2 quart sizes, is of 
quality nickel-chromium 
resistance wire, quick to 
heat, operating on low 
current consumption of 350 watts. They are furnished with high grade 
insulated silk cord and connections. It is intended for use on 103 to 
120 volt current. Suggested retail selling prices are: 1/2 quart, $5.25 
and 2 quart, $5.75, slightly higher in extreme south and west. Cost to 
dealer is $42.00 and $46.00 a dozen. Percolators are available with 
green or black handles at the same cost. 








White Cross Iron and Toaster 


White Cross turnover toaster, model No. 227, reverses toast by 
dropping of doors and shutting them again. It is of modernistic design 
in finished lustrous nickel with black ornamental fibre handles. National 
Stamping & Electric Works, 3212 West Lake St., Chicago, IIl., makes 





it. Toaster is operated by use of toggle switch on 110 volts; packed 
with cord and plug in single carton, packages of six. Suggested retail 
price is $4.80. This company also makes the iron No. 249, available in 
nickel plate to sell for suggested price of $6.00 and in chrome plate for 
suggested price of $7.00. 





It is automatic, controlled by button for high or low heat. Sole plate 
is of stream line with tapered point. lron has ebonized wood handle, 
and rigid heel rest. Furnished in 110 volt model only in individual 
cartons in packages of six. Individual weight packed is six Ibs. 





Cotter Pin Display Hanger 


American Chain Co., Inc., Bridgeport, Conn., offers a new display 
hanger, for the Campbell Hammerlock Cotter Pin, which shows actual 
size illustrations of the full range of sizes of the product. Hanger 
measures 114% x 23 inches. It has an eyelet at the top for convenient 
hanging. Hanger is done in attractive colors and has varnished surface 
which is washable. 








Little Wonder Hedge Trimmers 


Electric model EE, Little 
Wonder hedge trimmer is 
»ffered by the Detco Mfg. 
Co., Oaks, Pa. Trimmer 
s made with 30, 40 and 

nch cutter bar to sell 
for the suggested retail 
price of $103, $106.50 and 
5114. each, respectively. 
Each trimmer is provided 
plete with 100 feet of 
seneral Electric, Universal 
The smaller sizes may be 






weatherproof extension cord and 1/10 hy 
type motor, controlled by switch on handle. : 
easily controlled by one person, but the large model is for operation 


by two persons. Trimmer will operate a distance of 1000 feet from 
light socket, 110 volt, D.C. or A.C. For use beyond that distance or 
where power is not available a special portable generating outfit is 
offered by the organization to retail for the suggested selling price of 


$259 





Yank-Key-Doodl Key Holders 


Yank-Key-Dood! key holders, are made for and distributed by F 
Settle, 241 E. 51st St., New York City. They are like small penknives 
in shape and size; holding keys as securely as a knife holds its blades 
Keys are pressed firmly together, will not rattle and are easily inserted 
or removed. There are no bolts or screws to bind or wear out. There 
are three sizes for one to four keys, six keys and eight keys respec- 
tively. Plain models are sold to dealer for $7.20 per dozen, to sell -for 
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C GY 
Wf ly, Y 


é ; 
Tf] 
G 






the suggested retail price of $1.00 each. Engine turned models are 
offered to dealer for $10.80 per dozen; suggested retail price $1.50 
Engine turned models with insignia of military and fraternal bodies are 
available at $18.00 per dozen to dealer. Suggested retail selling price 
on this type is $2.50 each. Morocco leather cases are offered to 
dealers for 35c. each, to ‘sell for suggested retail price of 50c. each 
Side plates are phosphor-bronze, with heavy plating of chromium 





Paasche F578 Airpainting Units 


An airpainting unit, consisting of Paasche F578 Universal motor com- 
pressor with silencer, aircooled handle, 10 feet electric cord, 12 feet 
3/16 inch braided air hose, %4 inch screwtight couplings and one 1-pint 
clamptight cover metal cup sprayer with round or fan atomizing heads 
is available. Paasche Airbrush Co., 1909 Diversey Parkway, Chicago, 
Il!., produces this outfit to retail for the suggested price of $40.5( 


ne) 





LPae 
ADJUSTABLE FAN SPRAYER, 


Dealers’ discount is 30%. It is intended for minor painting and touch 
up jobs. Compressor operates on 110 volt light socket current of A.C. 
or D.C. type. Pregsure up to 20 Ibs. is available with outfit. Controlled 
by pistol grip handle. A smaller unit, F578A is available for the sug- 
gested price of $36.50. It is not equipped with pistol grip trigger 
oa” sprayer and its jar is a ¥2 pint Mason jar. Dealers’ discount is 
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New Standard List Issued On 
Bright and Brass Wire Goods 


The Washburn Co., Worcester, Mass., 
manufacturers of bright and brass wire 
goods, have issued a new standard list 
which became effective July 1. It is 
understood that other wire goods manu- 
facturers have also taken similar action. 

As the old list prices on bright wire 
goods have been in effect since 1911, the 
many changes which have taken place 
in production methods threw the former 
list prices out of balance, necessitating 
new list prices based on present produc- 
tion methods. 





Freight Loadings Increased 
in Week Ended July 12 


Loading of revenue freight for the 
week ended on July 12 totaled 915,985 
cars, according to the car service division 
of the American Railway Association. 
This was an increase of 123,844 cars 
above the preceding week, when the 
movement of freight declined owing to 
the observance of Fourth of July and 
the fact that the day following was also 
observed as a holiday. The total for the 
week of July 12 was a decrease, how- 
ever, of 150,429 cars below the same 
week in 1929 and 108,940 cars below the 
same week in 1928. 





Frigidaire to Market 
Low Priced Refrigerator 


The Frigidaire Corp. has entered the 
low price electric refrigerator field with 
an all-porcelain finished household model 
at a factory price of $157.50. Produc- 
tion economies, decreased overhead and 
anticipated sales volume from a new class 
of users are contributing price factors, 
according to E. G. Biechler, president 
and general manager of this General Mo- 
tors subsidiary. 

“While approximately only 9 per cent 
of the existing domestic refrigeration 
market has been sold, millions of aver- 
age income families are fully familiar 
with the advantages of mechanical re- 
frigeration,” he said. “Many, we believe, 


have been waiting for some responsible 
manufacturer to offer them a reputable 
product at a popular price.” 





Hardware Demand 
Shows Variance 


New York, July 30.—Influenced 
largely by the type of weather pre- 
vailing at the present time in in- 
dividual trade territories, some 
hardware market centers report an 
active demand, while trade in other 
sections has been adversely ef- 
fected by droughts. High temper- 
atures, in some sections have 
served to stimulate the demand for 
summer goods. In contrast, long 
periods of exceedingly hot and dry 
weather in other localities has dam- 
aged farm crops and has had a ten- 
dency to retard trade activity. 

Outing equipment of every de- 
scription continues to move in an 
almost unprecedented fashion. 
This would seem to indicate that 
the nation as a whole is taking va- 
cation activities more seriously than 
ever. Shelf hardware and most of 
the staple lines continue’ to move 
in about the normal volume for 
this period of the year, which is 
usually quiet in the hardware trade. 
Summer merchandise, generally 
speaking, is enjoying a brisk de- 
mand and dealer interest is being 
evidenced in orders for fall and 
winter goods for future delivery. 

Little fluctuation has occurred in 
prices. In the main, present quo- 
tations are considered remarkably 
firm. Readjustments, of minor im- 
portance, have been responsible for 
a few slight declines. 

The credit situation, while 
“spotty” in character, is considered 
fairly satisfactory as a whole. 





Week’s Price Average Was 
83.4 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on July 20 that wholesale 


GENERAL MARKET 
NEWS orf tHe WEEK 





commodity prices for the week ended 
July 19, and based on Dun’s quotations, 
averaged 83.4 per cent. 

The June average was 86.4 per cent. 
The purchasing power of the dollar was 
119.8c. on a. 1926 basis of 100c. The 
June average was 115.7c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
77.3. The June average was 78.6. 





Linseed Oil Production 
Declined In Last Quarter 


Linseed oil production during the 
quarter ended June 30 totaled 130,863,405 
Ib., against 187,018,535 Ib. in the corre- 
sponding period of 1929, according to 
figures made public by the United States 
Census Bureau. Flaxseed crushed dur- 
ing the quarter totaled 203,568 tons, 
against 278,933 tons last year, and stocks 
of seed at mills June 30 were 65,173 
tons, compared with 100,928 tons on the 
same date last year. The bureau’s fig- 
ures are based on returns from twenty- 
five mills. 

Imports of flaxseed for the quarter 
are not yet available, but up to and in- 
cluding June 17 receipts totaled 119,649 
tons, compared with 254,171 tons for 
the entire second quarter last year. Im- 
ports of linseed oil to the same date were 
412,257 lb., compared with 6,415,055 Ib. 
for the whole quarter in 1929. 

Stocks of linseed oil at mills June 30 
totaled 71,222,982 Ib. against 83,544,918 
Ib. on the same date a year ago. 


Prices Are Reduced On 
Sylvania Radio Tubes 


The Sylvania Products Co. of Empo- 
rium, Pa., announces a price reduction 
on four of their popular radio tubes. 
The price changes are as follows: 


SY224 from $4.00 to $3.30 

SX245 from 3.50 to 2.00 

SY227 from 2.50 to 2.20 

SX280 from 3.00 to 1.90 

The new prices went into 
July 18. 


effect 























HARDWARE AGE for JULY 31, 1930 


57 





June Sheet Sales Off 8 Per Cent 
Production Indicates Decline 


Further slackening in the demand for 
steel sheets is shown in the report of the 
National Association of Flat Rolled Steel 
Manufacturers for June. This is more 
noticeable in production and shipments 
than in sales. Sales by independent mills, 
which declined sharply in May, fell off 
an additional 8 per cent last month. Pro- 
duction declined 25 per cent, compared 
with the previous month, and shipments 
fell off 20 per cent. 

Sales in June were 187,412 tons, against 
204,589 tons in May. Production declined 
to 205,675 tons, against 274,220 tons dur- 
ing the previous month. Shipments, 
which were 266,436 tons in May, fell to 
212,930 tons last month. Unfilled orders 
declined 30,000 tons. The May report 
and comparisons in net tons follow: 


Net Tons June May April 
SN Haasice pneu. os 187,412 204,589 299,764 
Production ......... 205,675 274,220 808,988 
Shipments ......... 212,930 266,436 291,601 
Unfilled orders ...... 431,324 461,756 526,827 
Unshipped orders ... 116,601 119,117 126,703 
Unsold stocks....... 83,988 85,585 81,671 
Capacity per month.. 517,200 553,800 544,400 
Percentage reporting 67.6 67.6 67.6 

Percentages, Based on Capacity 
ee SR Sete 53.6 54.7 81.5 
PROGCCHON ....06... 58.8 713.3 84.0 
Shipments ......... 60.9 71.2 79.2 
Unfilled orders...... 123.3 123.4 143.2 
Unshipped orders... 33.3 81.8 34.4 
Unsold stocks ....... 24.0 22.9 22.2 


Building Permits for This Year 
Are Running Behind a Year Ago 


Prospective building in the United 
States during the first half of 1930 fell 
perceptibly behind the first half of 1929, 
according to F. W. Straus & Co. Official 
reports of building permits issued in 578 
principal cities and towns showed $1,039,- 
000,000 in the first half of 1930, against 
$2,036,000,000 in the first half of 1929. 
The decrease was 49 per cent. June 
showed a loss of 33 per cent from a year 
earlier, and a decline of 11 per cent from 
May. The June figure was $180,067,000, 
against $202,232,000 in May. 

[This showing is not fairly representa- 
tive of building as a whole. It covers 
city building, which is largely residential, 
and ignores the large amount of indus- 
trial and utility construction, and engi- 
neering work, in small communities. And 
residential building, for many reasons, 
has been exceptionally low for more than 
a year.] 


New Freight Car Purchases 
Show Sharp Gain in First Half 


The railroads of the United States in 
the first six months of 1930 placed 49,208 
new freight cars in service, according to 
the car service division of the American 
Railway Association. In the same pe- 
riod last year, 32,794 new freight cars 
were placed in service. 

Of the new cars installed, 26,016 were 
box cars, an increase of 10,820, compared 
with the first half of 1929; 18,343 new 


coal cars were also placed in service in 
the first half of this year, compared with 
11,482 installed during the same period 
last year. In addition, the railroads in 
the first six months this year installed 
2963 flat cars, 1099 refrigerator cars, 487 
stock cars and 300 miscellaneous cars. 

The roads on July 1 this year had 
24,649 new freight cars on order, com- 
pared with 39,638 cars on the same day 
last year and 14,659 on the same day two 
years ago. 

The railroads placed in service in the 
first six months this year 411 new loco- 
motives, compared with 319 in the same 
period in 1929. New locomotives on 
order on July 1 this year totaled 364, 
compared with 386 on the same day last 
year and 106 two years ago. 

Freight cars and locomotives leased, 
or otherwise acquired, are not included 
in the above figures. 





Business Failures Increased 
Slightly During Past Week 


Commercial failures in the United 
States increased slightly during the past 
week, according to reports to the business 
reviews. The high level of defaults con- 
tinues when comparison is made with the 
figures for the same week of last year. 
R. G. Dun & Co.’s compilation showed a 
total of 452, as compared with 428 re- 
ported a week ago and with 376 failures 
in the same week a year ago. Bradstreet’s 
review indicated a smaller increase, with 
failures numbering 426, against 424 the 
preceding week and 321 in the same week 
of 1929. 

Canadian failures for the week totaled 
58, the same as last week, but were con- 
siderably above the 31 defaults reported 
in the same week last year. 

A further decrease in the number of 
failures was reported in the group of 
businesses employing up to $5,000 of capi- 
tal, the percentage of the total number 
standing at 67.1, against 69.5 reported a 
week ago. The number of failures in 
the class using from $5,000 to $20,000 
of capital increased from 19.3 per cent 
to 23.9 per cent. Territorially the largest 
decline in number of failures was in the 
Middle Atlantic section, while the North- 
western region showed a large increase. 





Bank Debits Show Increase 
for Week Ended July 16 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
July 16, aggregated $13,494,000,000, or 
22 per cent above the total reported for 
the preceding week, which included but 
five business days, and 29 per cent below 
the total reported for the corresponding 
week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $12,- 
674,000,000, as compared with $10,290,- 
000,000 for the preceding week and $18,- 
058,000,000 for the week ended July 17 
of last year. 


Wholesale Price Index Declined 
for Week Ended July 19 


A decline of five-tenths per cent is 
shown by the wholesale price index of 
the National Fertilizer Association for 
the week ended July 19. 

Eight groups declined and one advanced 
materially of the 476 items, 35 declined 
and 20 advanced. The larger declines 
occurred in feeds, live stocks, foods other 
than fats, hides, rubber, automobiles and 
metals. A material advance occurred in 
the group of fats. ; 

Based on 1926-1928 as 100 and on 476 
quotations, the index stood at 85.7 for 
the week ended July 19 and 86.2 for 
July 12. 





Standard Oil Considers 
Selling Automobile Tires 


It has recently been learned that a 
subsidiary of the Standard Oil Co. of 
New Jersey is considering the sale of 
automobile tires at their gas stations in 
seven states. 

The company, the Standard Oil Co. 
of New Jersey (Delaware incorporated 
operating subsidiary), plans to place the 
tires on sale in New Jersey, Virginia, 
West Virginia, Maryland, District of 
Columbia and North and South Carolina. 

It has also been proposed that the Stan- 
dard Oil Co. of Pennsylvania, subsidiary 
of the New Jersey Standard, undertake 
the experiment in that State. The tires 
are to be supplied by the Atlas Supply 
Co., Inc., 420 Lexington Ave., New York 
city. The idea of marketing tires at 
gasoline service stations has already been 
tried by the Colonial Beacon Oil Co. in 
New York and New England, another 
Standard subsidiary. These have been 
sold under the trade name, “Atlas.” 

The Atlas Supply Co. does not manu- 
facture tires sold under its name, accord- 
ing to information obtained in the local 
tgade. The idea of selling tires at gaso- 
line service stations is also said to have 
been based on the “one-stop” service sta- 
tions erected in several sections of the 
country by the Firestone Tire & Rubber 
Co. and by the B. F. Goodrich Co. 


Labor Department Begins 
Unemployment Survey 


The Department of Labor has started 
an unemployment survey of the entire 
country as a supplement to the census 
tally of this problem, Secretary J. J. 
Davis ‘announced recently at an outing 
in Philadelphia. 

At present a controversy is raging be- 
tween the Census Bureau's estimate of 
11 per cent unemployed in this city and 
the 3.73 per cent figure reported by the 
Chamber of Commerce. Secretary Davis 
said he would take up this question first 
in the national survey which, he held, 
was needed “on account of the existing 
confusion in various parts of the coun- 
try.” He added that unemployment “had 
apparently touched bottom for some time 
and we are now on the upswing.” 
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New York PAINT MarTerIALs MARKET 


NEW YORK, July 29.—Price declines have occurred 
on turpentine and all grades of shellac during the past 
week. Current prices are quoted herewith. A very light 
demand for linseed oil has resulted in price concessions 
being more freely granted on orders of large quantities. 
The oil demand, however, is expected to be stimulated as 
usual during the first part of August, which will possibly 
mean that prices will firm up somewhat. Present quota- 
tions on shellac are the lowest in twenty years. 

Trading in most paint materials has continued on a 
restricted basis recently. Improvement is not generally 
looked for until business conditions generally display defi- 
nite signs of recovery, accompanied by a resumption of 
building, repair and decorating work on a normal scale. 

Lithopone manufacturers were successful last week in 
booking some additional orders for forward delivery, but 
the improvement was not extended to the rest of the pig- 
ments. Small lot buying was the rule in white and red 
lead, with consumers refusing to anticipate their require- 
ments much beyond 30 to 60 days. 

The same condition prevailed to a great extent in colors. 
The chromes, oxides, ochres and others appeared steady 
enough, but buyers indicated that they were supplied suffi- 
ciently. With few orders in hand importers of varnish 
gums were unable to engage in forward buying at the 
foreign primary centers despite the receipt of offerings for 
shipment at very attractive levels. Easiness continued to 
dominate this division. 


LINSEED OIL 


PURE LINSEED OIL 


Per Pound 
Oe ee ee S| ee er 14.6c. 
SO ee ee Se, I on anon aaan es cdveasobe 14.2c. 
Oe ee | re ee 22.0c. 
WHITE LEAD 


WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 lb. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 lb. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 lb. kegs, 14c.; 

12% Ib. kegs, 14\%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 


the combined gallonage. 
co 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per lb.; 12% lb. cans, 8%c. 
per lb.; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per lb.; 2 Ib. cans, 5%c. per lb.; 5 lb. cans, 4%c. 
per lb.; 12% Ib. cans, 4%c. per Ib.; 25 lb. cans, 4c. per Ib.; 100 
to 120 lb. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 50c. per gallon. 





DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 lb. cases, 1 lb. packages, 16c. per lb.; 44 lb. packages, 22c. 
per lb.; % Ib. packages, 30c. per lb. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 Ib. casés, 1 lb. packages, 25c. per Ib.; % Ib. packages, 
32c. per lb.; % lb. packages, 40c. per lb. Assorted sizes, 32c. per 
ib.; ultramarine blue, 28 lb. boxes, from llc. to 9c. per lb.; dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 54%c.; Van Dyke brown, 9c.; 
chrome green, l.m. or dark, 15c.; American venetian red, 3c.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%4c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 1lc.; 
extra gilder’s whiting, 7%c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per Ib.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 1.» !b. 
bags, 15c. per lb.; German sheep glue, 110 Ib. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 1b. cans, 
75c. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 lb. bales, 14c. to 
15c. per lb.; alcohol, C. D, No. 5, in steel drums, 43c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 lb. bags, 23c. per lb.; Vac-Dry, bleached, 250 
lb. barrels, 29c. per Ib.; Orange, 164 lb. bags, 24c., 26c. and 33c. 


per lb., according to grade; 5 lb. Pure White Shellac, 50 gallon 
barrels, $1.80 per gal.; 5 lb. Pure Orange Shellac, 50 gallon 
barrels, $1.50 per gal.; 41%4 lb. Pure White Shellac, 50° gallon 
barrels, $1.70 per gal.; 4% lb. Pure Orange Shellac, 50 gallon 


barrels, $1.40 per gal.; 4 lb. Pure White Shellac, 50 gallon barrels, 
$1.60 per gal.; 4 Ib. Pure Orange Shellac, 50 gallon barrels, $1.30 
per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 each; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 

Powdered Wax.—4 oz., 23%4c.; 8 0z., 3344c.; 16 oz., 66%4c.; 5 Ib., 
$2.66%4 per package. 

Prepared Paste Wax.—2% oz., 16%c.; % Ib., 33%c.; 1 lb., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 Ib., $3.73%. 

Prepared Liquid Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%c.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Floor Brushes.—15 lb., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. 
box; size 2%, 50 sheets, 7lc. per box; size 3, 25 sheets, 41c. 
box. 


Utility packages of sandpaper, 6%4c. each. 


per 
per 
per 
per 


Full cartons of 72 


packages are subject to an additional per cent discount. 
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EW YORK: 


New York, July 29. 
ONSIDERING that the mid- 
summer months are normally | 


dull, business at the present time 
is characterized as fair by most Metro- 


politan wholesalers. Opinions ex- 
pressed by local jobbers, as to the fu- 
ture outlook, very‘ considerably  al- 
though there is little question but that 
business sentiment has a more op- 


timistic trend. With respect to August, 
the trade anticipates very little change 
as compared to July. The summer lull 
has been accentuated somewhat by the 
accompanying slack period in building 
operations. Farmers are busy during 
the summer, and their buying is largely 
confined to harvest supplies and other 
necessary farm equipment. Vacations 
also have a retarding effect on the gen- 
eral demand, but at the same time 
serve to stimulate the call for outing 
goods of every description. 

There is, however, considerable op- 
timism in the trade as to fall business. 
Hardware merchants realize that their 
customers have been buying on an ac- 
tual hand-to-mouth basis for nearly a 
year. During that time there has been 
the usual wear and tear an many items 
in homes and on farms. Mer- 
chants therefore reason that a con- 
siderable amount of hardware mer- 
chandise must be replaced in the near 
future, and that the replacement busi- 
ness alone will give impetus to fall 
trade. Jobbers who are soliciting busi- 
ness on future orders, embracing 
winter lines for fall delivery report 
that dealers have shown more interest 
than was anticipated. 

Meanwhile stocks of merchandise, 
both wholesale and retail, are at the 
lowest ebb in years. With the cpening 
up of business this fall, the buying 
necessary to bring stocks up to normal 


used 








AT A GLANCE 


Business at the present time 
is characterized as fair by most 
Metropolitan - jobbers. _Pre- 
dictions as to what may be ex- 
pected in the future express 
differing views, although gen- 
eral business sentiment has 
shown improvement. 

* & ¥ 


Considerable optimism is in 
evidence as to fall business as 
the replacement phase alone is 
expected to lend considerable 
impetus to the demand. 
Wholesalers who are now so- 
liciting future orders on winter 
goods for fall delivery have 
been surprised at the interest 
dealers have demonstrated. 

*  # 


Prices have a fairly stable 
status, with few changes of im- 
portance being recently made. 
In view of conditions whole- 
salers are gratified that manu- 
facturers, for the most part, 
have maintained prices. 











sprinklers and similar merchandise. In | 


parts of Queens there is talk of re- 
voking hose permits to alleviate the 
acute water shortage. 


THE BUILDING SITUATION 


Curtailed building operations, in com- | 


parison with previous years, continues 


to retard the demand for woodworking | 


tools and many other hardware lines 
required for construction purposes. The 


| increased use of metal in building proj- 


| ects has 


should provide a fairly heavy market | 


for manufacturers. 


SEASONAL GOODS LIVELY 


The type of articles always active 
during exceedingly hot and dry spells 
is enjoying a brisk demand. Among 
these, electric fans, ice-cream freezers, 
water coolers, window screens, vacuum 
bottles and jugs, beach chairs and um- 
brellas, garden hose and lawn goods 
particularly active on current 
Some consternation was in 
evidence over what effect the water 
shortage, which has been acute in 
some sections in the metropolitan area, 
will have on sales of garden hose, lawn 


are 
orders. 


served to stimulate business 
in metal working tools, which are rela- 
tively active as compared to woodwork- 
ing tools at the present time. 

Contracts awarded for new construc- 
tion of all types in the metropolitan area 


|of New York during the week from 


| July 12 through July 18 amounted to | 


$19,108,400, according to F. W. Dodge 
Corporation. The records for the past 
week showed $9,395,300 for new non- 
residential buildings, $7,497,900 for resi- 
dential buildings and $2,215,200 for 
public works and utilities. Of the non- 
residential total awards for new com- 
mercial structures amounted to $6,854,- 
500, while hospitals and institutions ag- 
gregated $1,279,000. 


Demand Is Fair Considering Season 


Prices Are Holding Fairly Stable 


| For July to date new construction 
undertaken in this territory totaled 
| $38,349,500. This at the rate of 
$2,557,000 per business day. In July of 
last year the daily rate of contract- 
letting was $6,835,000. 


Was 


COPPER AT NEW LOW 


Practically all copper producers and 
sellers are now offering the metal at 
1c. per Ib., thus establishing the lowest 
price for the raw metal since 1902. 

So far the selling at llc. is not buoy- 
ant enough to indicate any immediate 
rise in prices such as has taken place at 
times recently when custom smelters had 
sold enough to satisfy their intake of 
raw copper. 

However, signs of a turning market 
would probably bring in considerable 
purchasing. The passing of summer 
will be a constructive development in 
copper, for even though the fall does not 
bring better business to copper consum- 
ers, sentiment will at least be better, it 
is probable, from expectations of the 
usual fall revivals. 

The American Brass Co, reduced its 
products 3¢c. to Yc. per Ib. during the 
past week. 

The recent declines in the raw metal 
| have not, as yet been reflected to an 
| appreciable extent the prices of finished 








| hardware articles of high copper con- 
tent, although minor reductions have be- 
come effective in scattered instances. 


» PRICES GENERALLY STEADY 


With very few exceptions prices are 
laewaid and unchanged. Most jobbers 
express gratification that manufacturers 
| have maintained prices on their prod- 
| ucts, during the depression, asserting 
| that 
make conditions worse, rather than bet- 


price cutting would only serve to 


ter. Some concessions continue to be 
| granted, as usual, on large orders for 


highly competitive merchandise. 


THE CREDIT SITUATION 


Less difficulty is being experienced 
than 


wholesale collections one 


with 
would have reason, to think in view of 


Tobbers 


the dull character of business. 
| say that outstanding accounts are in sat- 
| isfactory shape considering conditions. 
Retail merchants, as a rule, continue to 
find it difficult to induce their patrons 
to pay their bills, with the result that 
this constitutes quite a burden for them. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 

Cuicaco, July 29. 
The wheat harvest and excessively 
hot temperatures have combined to keep 
some departments of the hardware busi- 
ness busy. Summer goods of all kinds 
are selling well and harvest supplies 
have been active. Everything con- 
sidered, the hardware outlook is a bit 
better than it was a week ago. Though 
wheat prices are currently disappoint- 
ing, the world crop situation indicates 
that they may advance domestically. 
Reports on business in general are 
slightly brighter. Considering all the 
actual and psychological negative that 
has been set up, credits are remarkably 

sound and collections relatively easy. 


SUMMER LINES ACTIVE 


Electrical accessories continue fairly 
active. Because of the reduced copper 
prices brass sockets have taken a slight 
decline. The recent hot wave over the 
western States which ran the mercury 
up to such abnormal heights has given 
a strong impetus to the sale of electric 
fans; until it was thus favorably af- 
fected this trade has been languishing. 
The movement of garden hose and 
fittings has also responded in positive 
fashion to the influence of the high 
temperatures, Automobile-radio instal- 
lations have been helping the B-battery 
business, usually dull at this season. 
Refrigerators, ice-cream freezers and 
vacuum bottles have been moving well. 

The July decline of Y%c. per pound 
on sheet and strip zinc has stimulated 
sales for roofing, sheathing and valley 
work. Home-owners and building con- 
tractors are increasingly figuring the 
economy of eliminating rust by the use 
of rust-proof metal-work. The hard- 
ware trade is taking more interest in 
the growing use of steel-frame case- 
ment and basement windows which are 
available in several good makes for sale 
through the regular jobbing and retail 
channels; because of the wide variety 
of sizes and shapes offered shipments 
are usually made from the mill on spe- 
cial order. An increasing number of 
dealers are taking advantage of this 
relatively new demand. 


THE HAMMER SITUATION 


More price “casualties” have fol- 
lowed in the wake of the much-heralded 
price war on hammers; this intensely 
competitive situation now culminates 
in the third advertised reduction by a 
leading mail-order seller from the two- 
dollar retail valuation long held by the 





AT A GLANCE 


Hot weather coupled with 
the harvest has served to stim- 
ulate the demand for summet 
goods and harvest supplies. 

* ok 


The outlook at present is con- 
sidered better than it was a 
week ago. Reports on busi- 
ness in general are slightly 
improved. Credits are said to 
be sound and collections rela- 
tively easy. 
* 

Electric fans, garden hose 
and fittings, “B” batteries, re- 
frigerators, water coolers, ice- 
cream freezers, vacuum bot- 


tles, oil stoves, chain, gas 
ranges, grain bins, grain 
scoops, zinc, and _ sporting 


goods are among the most ac- 
tive lines at present. 
* * % 


Wheat prices are considered 
unsatisfactory, while hot 
weather with insufficient rain- 
fall is darkening harvest pros- 
pects. Corn in nothern Iili- 
nois is in excellent condition. 











manufacturers; the hammer has been 
successively advertised as a “bargain” 
at $1.35, at $1 and now at 89c. At each 
reduction the independent hardware re- 
tailer has been promptly supplied with 
high-grade competing hammers. One 
wholesale man offers this significant 
comment: “The manufacturer who 
first cut the price to the mail-order 
buyer has undoubtedly found much 
food for thought in contemplating what 
he started.” 


SPORTING GOODS LIVELY 


Seasonal sporting goods and outdoor 
equipment in general are registering a 
good movement in a ready market. 
Fishing tackle continues active. Deal- 
ers are finding a rather impressive de- 
mand for the new size golf ball which 
so many players are adopting; most of 
the merchants have learned that golf 
balls constitute a profitable item for 
them to carry during the vacation 
period. Necessity for keeping the 
children off the dangerous streets 


throughout the summer has created an 
accelerating demand for home gym- 





Prospects for Future Have Improved— 
Seasonable Goods Are Selling Well 


nastic sets consisting of trapezes, 
swings and horizontal bars. Alert deal- 
ers well situated are developing such 
business with vigor. 

For thirty days or more a heavy 
movement of*new wheat is expected. 
Prices are down to a level altogether 
unsatisfactory to the farmer and buy- 
ers are trying to get even lower dis- 
counts on wheat for delivery between 
now and September. The big rush of 
wheat to Gulf ports and interior termi- 
nals from Kansas, Oklahoma and Texas 
has begun to dwindle. Since June 15 
the Santa Fe and Rock Island railroad 
systems have loaded approximately 51,- 
000 cars of wheat in their southwestern 
territory, which is only 3000 car load- 
ings under their volume of a year ago. 
It is estimated that the total car load- 
ings in the southwest on all railroads 
within this period approximately 100,- 
000. A fresh rush of shipments from 
the northern part of the wheat belt is 
already under way. Canadian wheat 
prospects are lower than the earlier 
estimates indicated, though the yield is 
expected to exceed that of last year in 
the prairie provinces. 


AGRICULTURAL CONDITIONS 


High temperatures and dry weather 
are darkening the outlook in the more 
northerly States as the wheat crop 
approaches maturity. Black rust has 
appeared in northwestern Kansas, but 
there is no way to assess the extent of 
the damage. As the harvest on this 
continent nears .completion, reports 
from Europe indicate reduced yields 
there; rains have caused heavy losses 
in France and Italy. Most of the later 
information regarding the world crop 
forecasts a better domestic price situ- 
ation, which affords much room for im- 
provement. Within recent days specu- 
lative interest in wheat has been on the 
increase, although much less than that 
prevailing a year ago. Week before 
last sales of wheat futures amounted to 
278,859 bushels as compared with 751,- 
919 bushels for the corresponding week 
of 1929. As to the corn crop there is 
some apprehension concerning the ef- 
fect of the hot wave; temperatures ex- 
ceeding 100 have been common. At 
this writing, however, corn in northern 
Illinois is in excellent condition; its 
color is deep, rich green and in some 
communities corn prospects are re- 
ported never to have been better; ad- 
ditional rains will do much to help the 
prospects for a heavy crop. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PittsBurGH, July 29. 
XTREME hot dry weather in the 
KE last few days has stimulated the 
hardware business in this district 
to some exent. If jobbers have not 
benefited materially from the improve- 
ment, retailers have been given an op- 
portunity to clear up their stocks of hot 
weather goods, and most of them have 
been able to reduce inventories on such 
items to aminimum. In some cases job- 
bers are receiving a number of fill-in 
orders, but the volume is not large. 
Garden hose, sprinklers and sprinkling 
cans have been exceedingly active, but 
this movement has been offset to a cer- 
tain extent by dullness in lawn mowers, 
grass catchers and other lawn tools. 
Manufacturers are generally about a 
week behind in shipments of garden 
hose, and jobbers have been having con- 
siderable difficulty meeting the large de- 
mand. Electric fans have also been 
active, and there has been a final spurt 
in the sale of screen wire cloth and 
other screen products. 
FUTURE ORDERS ARE SLOW 
Thus far retailers have been hesitant 
in placing orders for fall goods. Ad- 
vance sales have been rather disappoint- 
ing in the aggregate, but jobbers believe 
that retailer stocks are low and that 
postponement of buying will not seri- 
ously affect ultimate volume. Reduc- 
tion in prices by mail order houses is 
not expected to affect the retail hard- 
ware business seriously, as local stores 
had been able to make such reductions 
previous to issuance of semi-annual 
catalogs. On some items retailers will 
likely be able to make further reductions 
before the mail order houses are able to 
meet this competition. 
THE PRICE TENDENCY 
Price changes during the week have 
been negligible, and schedules on most 
of the important fall and winter items 
are not likely to show further revision. 
Occasional reductions are still being 
made in products into the manufacture 
of which brass and copper enter, but the 
reductions apply principally to advance 
business rather than current sales. Lin- 
seed oil is lower, now being quoted at 
15%c. per gal. in barrel lots, while tur- 
pentine has been reduced to 57c. per gal. 
White lead is unchanged at 13.75c. per 





AT A GLANCE 


Business in the Pittsburgh 
district has been stimulated to 
some extent by the hot, dry 
weather which has prevailed 
recently. A few shortages 
have developed in hot weather 
merchandise, particularly in 
garden hose. 

* $ & 


So far, dealers appear hesi- 
tant to place future orders for 
fall and winter lines, but job- 
bers believe that belated buy- 
ing will not seriously affect 
sales totals for the year. 

* % & 


Recent price revisions have 
been neglible and no drastic 
price changes appear likely in 
the near future. Some copper 
and brass products have been 
reduced. Linseed oil and tur- 
pentine are also quoted at 
lower prices. 

* % ¥ 

June reports of building 
construction in Pennsylvania 
indicate that the decline in ac- 
tivity has been more pro- 
nounced than in any other city 
in the State. As a result the 
demand for builders’ hardware 
remains at a low ebb. 











Ib., and no changes have been made in 
paint quotations. A new line of 
Eveready batteries has been brought 
out for installation on automobile radio 
sets. Designated as No. 796, the battery 
will be sold to retailers at $2.10 each. 


CONSTRUCTION TRENDS 


Reports of building construction for 
June in Pennsylvania indicate that the 
decline in activity in the Pittsburgh dis- 
trict has been more pronounced than in 
any other city in the State. Total per- 
mits issued in the State last month were 
30.9 per cent lower than in June, 1929, 
while in Pittsburgh the decline was 51.8 
per cent, a decrease of $2,577,245. Resi- 
dential building construction continues 
to remain at a low level, with the largest 
declines occurring in one family dwell- 
Decreases also occurred in per- 





ings. 





Hot Weather Stimulates Demand 
Some Shortages Have Developed 


mits for churches, factories, office build- 
ings, and public works and _ utilities. 
Permits for the construction of amuse- 
ment and recreation places, public and 
private institutions, schools and stores, 
and other mercantile buildings, showed 
slight increases, with the largest gain in 
mercantile structures. Consequently de- 
mand for builders’ hardware remains at 
a low ebb. 


INDUSTRIAL CONDITIONS 


Basic manufacturing industries in the 
Pittsburgh district are still seriously de- 
pressed. In the steel industry a slightly 
better sentiment is in evidence, but few, 
if any, companies are able to report 
any appreciable increase in their speci- 
fications or new orders. The opinion 
persists that demand for steel can de- 
cline no further, although downward 
adjustments are still being made in op- 
erations to conform with lighter tonnage 
releases. The extension for another 
week of the fortnight suspension in the 
plants of the Ford Motor Co. has been 
something of a disappointment to local 
steel producers who had already begun 
tc make shipments for resumption of 
operations on July 28. Other large auto- 
mobile plants are also down for model 
changes and inventory taking, and ship- 
ments to that important consuming in- 
dustry are at a minimum. Outside of 
the public utilities and oil companies, 
other large steel consuming industries 
offer little prospect of marked improve- 
ment before fall. Railroad buying is 
particularly light, although the second- 
ary rail requirements of the Van Swer- 
ingen roads have been made known and 
bulk large. Little new car business is 
coming into the market, and car build- 
ing plants are reaching the end of their 
orders. Steel is still going into high- 
way construction and public works at a 
satisfactory rate, with requirements for 
the latter running ahead of last year. 
Larger structural fabricating plants in 
the district are busy, but the smaller 
units are running at 10 to 50 per cent of 
capacity, with the tendency downward. 

Steel prices show little change, al- 
though black and galvanized sheets are 
weaker, and there is still a tendency to 
make sharp cuts for desirable business 
on any of the common steel products. 

Collections in this and nearby dis- 
tricts are very slow, and continuance of 
unemployment offers little hope for im- 
provement in the near future. 
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TWI N CIT] ES: Business Has Spotty Character— 
¢ Prices Are Firm with Few Changes 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., July 29.—In some sections of the territory 
served by the Twin Cities, business has shown a slight improvement 
during July. In other sections the volume has held about equal to 
June. Being an agricultural district, dependent almost wholly on 
this source of revenue, everyone has his ear tuned to catch any 
news of the returns from crops being harvested in the southern part 
of the territory. South of this district, Kansas and Nebraska are 
getting into the harvest fields, but information as to results is scarce. 

After the rainy spell in June there occurred a hot dry spell in 
July, which has hampered the growth of grains in central South 
Dakota and North Dakota particularly, and in other States in the 
Northwest. On the whole, however, the prospect for a fairly good 
crop still continue to be fairly encouraging. 

The mid-summer lull in general trade seems to have arrived. Va- 
cation business with some people is fair, and in other lines trade is 
rather slow. While retail hardware trade picked up right after the 
Fourth, it seems to be marking time until possibly in August. 

Building of residences this year is behind that of last, although 
there is a fair amount of commercial building under way. Road 
building is being pushed rapidly in all of the States—Wisconsin, 
Iowa, Minnesota and the Dakotas. 

Collections are fair for this time of the year. It is believed that 
this condition will improve with the coming of fall, when crops are 
marketed. 

Prices are holding firm, showing no changes this week. Sisal 
rope prices have been slightly revised, this being the only change 
made. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS. F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. not nested, $5.10; 4-in., $7.15 per 100 
Single bit, base weight, unhandled ft.; elbows, 3-in., $1.73; 4-in., $2.88 


—, “9°? to $16.50; double bit, doz. net. 
20. to 1.50; single bit, handled, 
$19.25; double bit, handled, $24.25 FILES. : 
doz., net. First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
BOLTS. list. 
Carriage and machine bolts, 60-10 GALVANIZED WARE. 
per cent; stove bolts, 75-10 per cent. . : 
- ag screws, 60- hein Standard galvanized pails, 10-qt., 
————— $2.70; 12-at., $2.85; 14-at., $3.10; stock 
‘ae pails, 16-in., $4.70; 18- -in., $5.50; 
BRADS. standard tubs, No. 1, $7.15; No. 2, 
a a a y $8.00; No. 3, $9.35; heavy, No. 1, 
Wire brads, in 25-lb. box at 75 per $18.20; No. 2, $14.40; No. 3, $15.60 
cent from lists. doz. net. 
BUILDING PAPER. GLASS AND PUTTY. 
Red rosin sized building paper, Single and double strength A grade 
$2.52, and tarred felt, $3.00 cwt., net. —_ Fema = ne apna 83 per “oe 
* rom lists; strictly pure putty, in - 
CHAIN. lb. steel drums, $5.35 cwt., net. 


Log chain, coppered, 4 x 14, $1.56; c 

5/16 x 14, $2.11; % x 14, $2.89; self GRASS SHEARS. 0 
colored, % x 14, $1.40; 5/16 x 15, $1.88; Doo-Klip _ grass shears, $10.80 
% x 14, $2.54 each; proof coil chain, doz.; ‘‘Doo-Klip’” long handle grass 
¥% in., $8.78; % in., $16.04; % in., shears, $18.00 doz. net. 


26. 13: 5, in., $41.82 ar 100 . 

: Sw onesie ICE CREAM FREEZERS. 
BUILDERS’ HARDWARE. Acme, 2-qt., galvanized, 75c.; 4-at., 

Steel butts, 3% x 3%, old copper $1.65; White mountain, 4-qt., $4.13; 

or dull brass finish, less than case 8-qt., $6.75 each net. 

lots, 16%c. per pair; 4 x 4, old cop- 

per or dull brass finish, ‘less than LANTERNS. 

case lots, 22c. per pair. Heavy steel, Dietz D-Lite, No. 2, $13.00; No. 2, 

bevel inside sets, $8.00 per doz. sets. large fount, $14.25; No. 2, Blizzard, 

Steel, bit-keyed front door sets, $1.20 $13.00; No. 2, Blizzard, large fount, 

per set; wrought brass, bit-keyed $14.25; Wizard, Cold Blast, $8.50 doz., 

—— door sets, $2.40 per set; wrought net. 

yrass, cylinder front door sets, $4.75 

per set. All lock sets quoted in old LAWN GOODS. 

copper finish. Nelson’s Perfect Clinching hose 


J ’ li . 2.25 doz.; Perf 
EAVES TROUGH CONDUCTOR PIPE Clinching i A 900. Bie my 


AND ELBOWS. 3 
Eaves trough, 28-ga., 3-in., slip LAWN HOSE. 





joint, 5-in., in crates, $5.25; 6-in., Competition, 5-in., 3-ply, 5%4c.; 
$6.40; conductor pipe, 3-in., in crates, | Good Luck, %-in., 6-ply, 9c.; Buii 








Dog, %-in., 7-ply, 12%c.; Manhat- 
tan Whipcord Molded, %-in., in 500- 
ft. bales, black, 7c.; red, 7%c. ft.; 
coupled in 50-ft. lengths, black, 
5g-in., $7.30; red, $7.80 per 100 ft., 
net. 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.75 per 100-lb. 
keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. . 
“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 21c. Ib.; 
second grade, l7c. 1lb.; best grade 
+9 at 16%c. 1lb.; second grade, 
l6c. ; 


ROLLER SKATES. 
Union line, extension, web heel and 
toe straps, plain steel rolls, 7ic. per 
air. 
“ Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 
Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 

Sash cord, best grade, 58c. Ib. base; 
second grade, 3lc. Ib.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1. 95 cwt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 421% per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOWS. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $4.85 doz., 
net. 


SOLDER 
Warranted half and half solder, 
223,c. Ib., and strictly half and half 
solder, 23%4,c. Ib., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 Ib., 
coating, Ic, $14.75 box, net. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40. 80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20. each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 

Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special eaivenined 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., and No. 9, 
smooth, black wire, $2.90. 


WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGE) | 

CINCINNATI, July 29.—Continued dry weather and its resultant | 
burning of crops is causing district hardware jobbers much con- 
cern over the prospects of better business. In fact, although job- 
bers are not much concerned with the present slow demand since a 
seasonal reaction is always experienced during the summer, the fact 
that farmers do not anticipate good harvests raises a doubt whether 
the usual fall uptrend of demand will materialize. 

All items are slow and there are no features in the present volume 
of business. Jobbers indicate that buying is at hand-to-mouth pro- 
portions, and whereas orders formerly called for 25 or more items, 
they now call for only a few. 

Industrial employment has decreased again and the momentary 
gain in May has been offset by the decline in June and the early 
part of this month. In fact, many plants have laid off large num- 
bers of employees and others have welcomed the opportunity to 
close for two-week periods to allow employees a vacation. 

Little or no change has been noted in the credit situation. 
lections are reported to be fair. 

Except for one or two small changes in quotations, jobbers’ prices 
are firm and no price attraction is being offered to stimulate de- 
mand. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 


BUILDERS’ HARDWARE. | 


Col- 


Doo Klip long handled shears, $18.00 


Sash Weights.—Sash weights, $2.00 | Per doz; Doo Klip pruners, $10.80 
per 100. | Ree ares 
Inside Sets.—Square bevel inside HOSE. 


sets i as » $3.76 doz. . o , 

se Butts..314 gt malar and dull Double braid, 500 ft. reels, without 
brass butts, 15c. per pair in case couplings, a2 in., $6.50 per 100 ft.; 
lots; sand blast, brass finished butts, oe ae per 100 ft.; % in., $8.00 


19c. per pair in case lots. 
ELECTRIC FANS. HOSE REELS. 


Diehl, No. 29011, $10.00 each, list; Victor, $1.10 each; No. 10, $3.10 
No. 29511, $13.000 each, list; No. ara each. 
$14.00 each, list; No. 1 2, .00 y 
each list; No. 12519, $27.00 each, list; ICE CREAM FREEZERS. . 
No. 16512, $35,00 each, list; No. 3160, White Mountain, 2 quart, $5.65 
each; 4 quart, $8.25 each; 6 quart, 


$29.50 each list. .These prices are 
subject to discounts of 30 and 5 per 
cent. 


FENCE LAWN. 


$10.45 each; 8 quart, $13.50 each; 10 
quart, $18.00 each. 


LADDERS. 


Extension, 20 foot, $5.75 each; 24 





Single picket, 36 in., $6.40 a hun- 
dred ft.; 42 in., $7.20 a hundred ft.; 
48 in., $8.00 a hundred ft.; double 
picket, 36 in., $8.80 a hundred ft.; 42 
in., $9.60 a hundred ft.; 48 in., $11.20 
a hundred ft. 


FLOWER BED GUARDS. 
16 in., $3.90 a hundred ft.; 22 in., 
$5.15 a hundred ft. 


GALVANIZED SPRINKLERS. 
4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.55 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10.80 a doz. 


GARDEN TOOLS. 

Spades and Shovels. — Polished, 
$9.25 a doz. black, $8.00 a doz. 

Hoes.—First grade, socket, 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a ; Cronks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 
weeding, No. 4, $4.50 a doz. 

Rakes. — First quality, 14 tooth, 
$9.84 a doz.; Competition grade, $5.25 
a doz. 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; extra heavy, 
$21.12 a doz.; Competition, $10.80 a 
doz. 


GRASS CATCHERS. 
Galvanized bottom medium, 
a doz. large, $8.00 a doz. 


GRASS SHEARS AND PRUNERS. 


Doo Klip shears, 


$7.20 


$10.80 per doz.; 





foot, $7.00 each; 26 foot, $7.60 each; 
28 foot, $8.15 each; 30 foot, $8.75 each; 
32 foot, $9.35 each; 34 foot, $11.00 
each; 36 foot, $11.60 each; 40 foot, 
$13.00 each. 

Extension, with windlass, 28 foot, 
$9.35 each; 30 foot, $10.00 each; 32 
foot, $10.60 each; 34 foot, $12.25 each; 


36 foot, $13.00 each; 38 foot, $13.65 
each, 40 foot, $14.35 each. 
LANTERNS. 

Deitz line, Monarch No. 0, $8.00 a 
doz.; Ruby Globe, $10.00 a _ doz.; 
Delite, $13.00 a doz.; Little Wizard, 
$8.50 a doz.; Little Giant, $11.00 a 


doz.; Blizzard No. 2, $13.00 a doz. 


LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; % Fountain, 
$5.50 a doz.; Rain King, $28.00 a doz.; 

Majestic, $52,00 a doz. 


LAWN MOWERS. 

Low grade, 12-in., $4.60 each; 
in., $4.75 each; 16-in., $5.00 each. 

Plain Ball Bearing, medium, 14-in., 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 

High wheel, five-blade, 14-in., $11.00 
each; 16-in., $11.50 each; 18-in., $12.00 
each; 20-in., $12.75 each. 


LAWN ROLLERS. 
No. 2, $7.90; No. 4, $9.50; No. 5, 
$11.75; No. 7, $13.50. 


NAILS. 


Common wire nails, $2.60 per keg. 


14- 





Drought Affects Farm Crop Prospects 
Prices Are Generally Steady and Firm 


PAINT SUPPLIES. 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.04 per gal.; turpentine, in 2 bar- 
rel lots, 48c. per gal.; white and red 
lead in 500 lb. kegs, 13%c. per Ib., 
less 10 per cent. 


ROLLER SKATES. 


Ball bearing, girls and juveniles, 
$1.32 pair; boys, $1.41 pair; cheaper 
grade, 77c. pair. - 

RUBBISH BURNERS. 
No. 1, $8.00 a doz.; No. 2, $11.00 


a doz.; No. 3, $13.20 a doz. 


SCREEN DOORS. 
No. 241, size 2.10 x 6.10, $16.90 a 
doz.; No. 281, size 2.10 x 6.10, $17.80 
a doz.; No. 355, size 2.10 x 6.10, $33.40 


a doz.; No. 315, size 2.10 x 6.10, 
$30.65 a doz.; No. 355, galvanized 14, 
$34.80 a doz. 
SCREWS. 
Flat head bright screws, 50, 10, and 


10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 


wire goods, 85, 20 and 5 off list. 
STEPLADDERS. 

Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 


Competition grade, 3 foot, Sle. 


each; 4 foot, 68c. each; 5 foot, 85e. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 
TRELLIS WIRE. 
22 in., $3.95 a hundred feet. 
VACUUM BOTTLES. 
Competition grade, 1 pint, 62c. 
each; 1 quart, $1.20 each. 


High grade, 1 pint, $1.00 each; 1 


quart, $2.00 each. 

Nickel plated, 1 
1 quart, $2.50 each. 

WINDOW SCREENS. 

2433, $4.30 a doz.; 3037, $6.00 a doz.; 
3637, $7.00 a doz. 

Galvanized, 2438g, $4.55 a doz.; 
3037g, $6.25 a doz.; 3045g, $7.00 a doz.; 
36372, $7.25 a doz. 


Stoves and Radio Sets Lead 
In Installment Sales 


Installment buying of stoves and radios 
in proportion to total sales exceed such 
purchases of automobiles, according to a 
report of the National Association of 
Finance Companies, issued by C. C. 
Hanch, general .manager. Automobiles 
stand fifth in the proportion of installment 
sales to total sales, the report shows, 
being surpassed by stoves and ranges, 
furniture, musical instruments and elec- 
trical appliances. The proportion of time 
sales in the automobile industry is 46.9 
per cent of the entire stock disposed of, 
while 73.2 per cent of the stoves and 
ranges going into homes are paid for 
little by little. 

“We cannot see any substantial in- 
crease in the number of cars sold on the 
installment plan this year,” said Mr. 
Hanch. “The ratio of new car sales 
handled by finance companies to total cars 
sold during the first four months of this 
year was 3 per cent greater than for the 
corresponding period of 1929, but we 
must bear in mind that dealers this year 
have been unable to do their own financ- 
ing to the same extent as formerly, mak- 
ing a higher ratio of installment sates.” 


pint, $1.75 each; 
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ATLANTA 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., July 29.—Business with local jobbers has shown a 
slight improvement during the past few weeks and optimism seems 
to be running a little higher as they report a brighter outlook on 


conditions. 


The much needed rains that have occurred over most 


sections of the territory the past week have, no doubt, stimulated 
business somewhat, although the drought and heat has done consid- 
erable damage to crops—even cotton is beginning to show unfavor- 


able effects. 


The showers had a very favorable influence and people 


seem to feel better over crop conditions, but the parched crops can- 


not be restored. 


Georgia tobacco market opens this week and the cry of the auc- 
tioneer will be heard on the floors of nearly sixty warehouses on the 


twenty-two tobacco markets in this State. 


Last year tobacco sales 


brought to Georgia growers a total of more than $16,000,000. Every 
line of business will, no doubt, reap the benefit of a part of this 


revenue. 


Collections are reported as being only fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA, GA. 


ELECTRIC FANS. 


10-1n, DOTINRTIOE | éosieccsccveces $15.00 
12-i. OBCITIATING ....<ccccccece 30.0 

BG-inh, GOEROUIE 2500 c00c0000e0 35.00 
52-in. ceiling, 3 speed.......... 50.00 


(All above less 30 per cent.) 


FISHING TACKLE 


No. 1 to 12 Kirby fish hook, $1.20 
per thousand; No. 1 to 12 Carlisle 
fish hook, $1.50 per thousand. 

BB Split shot sinkers, 30c. per doz. 
boxes; 7B Split shot sinkers, 40c. per 
doz. boxes; 5B Split shot sinkers, 60c. 
per doz. boxes. 

Steel True Temper fishing rods, 
No. BEG, 3 ft., $3.67 each; 3% ft., 
$3.67 each; 4 ft., $4.44 each. Steel 
Oxford Temper fishing rods, No. 0 
BEG, 3 ft., $2.57 each. 

Fishing reels, F ay 1800, $24.00 doz. 
No. 2800, $9.00 doz. 

White twisted cotton fish line, 20 
ft. hanks, No. 1, $1.50 gro.; No. 4, 
$2.25 gro.; No. 10, $3.75 gro. 

Eureka fish line, 15 ft. hanks, No. 
1, $1.50 gro.; No. 3, $2.00 gro. 

Seine twine, No. 9, 2 oz. balls, 65c. 
per lb.; Nos. 18, 21, 24, 36, 4 oz., 60c. 


per lb. 

Trot line, No. 1, 1 lb. balls, 50c. Ib.; 
Nos. 1, 2, 3, 4, 10-lb. tubes, 42c. per 
Ib. 

FREEZERS 
Each 

EE A ae a ee $3.30 
DORs MBI 9s ons 0:00 9.0 3.85 
Se snes ace ces es 4.60 
Se: 5.60 
Re Oe” eee 7.10 
2 Ne ee 9.20 
BD Gt; WORE TERR osc ccs eas 12.25 
a ae ee 13.75 
i ere 19.20 

(Less discount—40 per cent.) 

1 qt. White Mountain......... $4.85 
2 qt. White Mountain......... 5.65 
3 qt. White Mountain......... 6.75 
4 qt. White Mountain......... 8.25 
6 qt. White Mountain......... 10.45 
8 qt. White Mountain......... 13.50 
10 qt. White Mountain......... 18.00 
12 qt. White Mountain......... 21.55 

(Less discount—50 per cent.) 
te eae $4.00 
<< errr 4.60 
Ne yO er nr 5.55 
Se OS Se 6.80 
DB WE ie She nbe énhbs ss dawns 8.60 
ye Ree” eee er 11.10 
RO Ws UE oo 40545 6s 2.00%.0's 8 14.80 
ie ey eae eee 16.65 


(Less discount—50 per cent.) 


‘FRUIT JAR RUBBERS 
Double lip, 65c. per gross. 


GARDEN SETS 
No. 711 Victor, $4.50 per doz. 


GRASS HOOKS 


Per Doz 

Atkins Perfection grass hook.. $4.80 

No. 1 Kelly grass hook......... 4.50 

No. 4 Perfect grass hook...... 6.00 

No. 5 Kelly grass hook........ 9.00 
LAWN GOODS 


Garden Hose.—% in. 6 ply 50 ft. 
sections, Good Luck with connections, 
10c. ft.; % in. 6 ply 25 ft. sections, 
Good Luck with connections, 10%c. 
ft.; 5 in. 6 ply 50 ft. sections, Leader 
with connections, 8c. ft.; % in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%c. ft. Nelson’s Hose Mend- 


ers, 35c. doz. 

Hose Coupling.—% in., % in., % 
in. common, $1.25 doz.; Nelson P. C. 
hose couplings, ¥% in., % in., and % 
in., $2.00 doz 
pret Washers.—1 Ib. cartons, 50c. 


Lawn Fence.—Diamond lawn fence, 
1-in.-58-in., $1.65 per rod. 
Per 100 Ft. 


—— loop lawn fence, 30-in. 


loop lawn fence, 36-in. 


ig 
Double 
hig 


ig : 
Lawn Gates.— 
3 ft. x 36 in. walk gates..... $4.5 
31% ft. x 42 in. walk gates..... 4, * 
10 ft. x 36 in. single drive gates 9.00 
10 ft. x 42 in. single drive gates 9.50 

Hose Clamps.— % in. galvanized 
hose clamps, 35c. doz.; 5% in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12. 50° each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13.00 each. 

Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, $18.00 per doz.; 
Doo-Klip pruners, $10.80 per doz. 


LOCKS 
Per Doz. 


No. 100 porcelain or mineral 
rim knob $3.60 








Business Is Slightly Improved— 


Collections Characterized as Fair 


No. H-1899 metal rim 


horizontal 


te. 1899 metal rim knob up- PA 
No. e867 735 ‘inside lock sets.. 6.00 
No. 8665 stone door sets........ 10.00 
MAIL BOXES 
Rural No. 2—$39 per doz. 
PRUNING SAWS 
Per Doz. 
No. 18F—12 in. Atkins......... $9.00 
No. 18F—14 in. Atkins......... 10.35 
ROOFING ° 
2 ply smooth surface.......... $0.93 
3 ply smooth surface.......... 1.10 
ne SINOD 5 ob ce cake oS dis 60,0% 1.51 
Sheathing paper, 20 Ib.......... .60 
Sheathing paper, 40 Ib.......... 1.10 
Per Gal 
Asphalt roof coating............ .60 
Per Lb 
1 Ib. cans of plastic cement..:. .12 
5 lb. cans of plastic cement.... .10 
10 lb. cans of plastic cement.... .09 
Valley Tin 
Per Roll 
14 in. plain, 100 ft. rolls........ $4.75 
20 in. plain, 100 ft. rolls........ 6.50 
14 in. galvanized 100 ft. rolls.. 6.00 
20 in. galvanized 106 ft. rolls.. 7.50 
ROPE (COTTON) 
From 25c. to 30c. per Ib. 
SCALES : 
No. 1621 family scales, $1.50 each. 
SCREEN WIRE 
Per Hd. 
q. Ft. 
Black screen wire cloth........ $1.70 
Galvanized screen wire cloth... 2.15 


Bronze screen wire cloth...... 6.75 


SKATES (ROLLER) 

Chicago roller skate line, No. 181, 
$2.65; No. 188, $2.75; No. 185, = 
No. 101, $1. 35; No. 103 and 105, 

No. 5, Union roller skates, 
No. 6, $1.75; No. 4, $1.65; No. 130, 

$2.00; No. 130 L, $2.15. 
Skate -keys, 30c. per doz.; extra 
wheels, 10c. extra. 
Winchester—Boys’ No. 3831—Girls, 
No. 3832, $1.85; No. W1G, $1.40. 


SOLDER 
Acid core on 1 Ib. 
acid core on 5 Ib. 


STEP LADDERS 


spools, 58c. ib.; 
spools, 538c. Ib. 





TOILET CLIPPERS 


Bressant and narrow Brown & 
Sharpe, $3.37 per pr. 
TWINE 
No. 18-B.B., 4 lb. balls, 3 Ib. pack- 
ages, 36c. Ib.; *9 ply twine, % Ib. 
balls, 25c. lb.; No. 12, 14 and 18 stag- 
ing twine, 2 ox balls, 50c. Ib. 
WASH TUBS 
j Doz. 
DR "ob eke bose st shew ds Piane $4.00 
PEED PiSwer esd sRb oe5s aw eseseews 5.20 
Ce ed ae ek Wes ns Lae eke Ras we 6.40 
PG WE ia tcwhaes Sduxaupedsaboacros 7.20 
oe Te es eran ee fe 8.40 





2 
3 
4 
6 
8 
10 


WHEELBARROWS 
No. 5 with wood tray, $36.00 doz.; 
No. 4 concrete, $6.00 each; tubular 
steel wheelbarrows, $6.50 each. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








The fastest.22 cartridge in the world!’ 


That is what the Sales Department told me the 
other day when they laid a little, shiny, brass 
.22 Long Rifle Rim Fire cartridge on my desk. 


“How fast is it?” I inquired. ‘1308 foot 
seconds muzzle velocity,” was the reply. 


“This is something new,” they continued, “in 
fact the only brass .22 Rim Fire cartridge on 
the market today. It is not only fast, but it is 
accurate, and being less than a month old has 
already duplicated two World’s Records for 
rifle shooting.” 


“Very interesting indeed,” I interrupted, 


“but tell me some more.” 


“Well, this cartridge is intended for fine ac- 
curacy in rifle shooting competitions, where 
accuracy is the paramount consideration.” 


*“*“How accurate is it?” 


“At Sea Girt, N. J., over the Fourth of July, 
in the Eastern Small Bore Competitions, one of 
the shooters tied the present World’s Record 
for 10 shots at 200 yards in a four inch circle, 
with a perfect score of 100. Another shooter 
fired 15 shots each at 150, 175 and 200 yards, 
at a bull’s-eye measuring 7.2 inches, and every 
shot was well within the bull’s-eye.” 


“Is this cartridge ready for the market?” 


“It is, we are ready to ship now.” 








“By the way, this cartridge is Kleanbore, is 
it not?” 


“Absolutely.” 


The new cartridge lists at $12.00 per 1000— 
packed 10,000 to the case. 


See your jobber for net prices. There is 
going to be a big demand for this cartridge 
because it is one of the famous Kleanhore 
family—the fastest selling line on the market. 


To avoid delay or disappointment, place your 
orders with your jobber now. 


Rf Pawar ee 


President 





Coming Soon—The Remington Standard 
American Dollar Pocket Knife 











REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 





Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1930 R. A. Co. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
BOSTON, July 29.—According to jobbers, the recovery in business is 
sluggish and the outlook for the next two or three months is problematical. 
While. July and August are always slow months, buying this year seems to 
lag more than ever, although jobbers in the surface appear busy because they 
are handling a large number of individual orders each day. The amount of 
merchandise specified on each order, however, is small. 
by jobbers regarding the next two or three months to a very large extent has 
for a background the realization that there is a really serious amount of un- 
employment and employment on part time, and in addition there has been a 
downward revision in wages in various lines of industry. Optimists point out 
that savings in New England banks are rapidly increasing, but admit that 
most of this thrift represents a class of workers that patronize the chain store 


rather than the hardware dealer. 


It is admitted everywhere that collections are growing progressively slower, 
and that the credit situation generally is far from satisfactory. 
fact that the number of failures in the New England retail hardware trade 
has been more numerous than in 1929, despite the fact that jobbers have been 
One of New England’s most important job- 
bers, for the first time in its long history, was forced to pass its last quarterly 
dividend. New England hardware manufacturers and makers of merchandise 
in general carried by the trade are by no means settled in mind regarding 
While it is not a common practice, 
prices for some kinds of merchandise carried by jobbers are elastic, depending 


most liberal in credit extensions. 


the future. 


on how badly the jobber wants the business. 


Local jobbers have reduced Bermico paper $10 a ton, and wire nails are 
10c. a cwt. lower, and cuts amounting to 1c. or more have been made in bottle 
They also have adopted a new list prices and discounts made 
a week ago by the leading manufacturers of bright and brass wire goods, which 
in the final analysis amounts to but little so far as the retailer is concerned. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


caps and crowns. 


RETAILERS, F.O.B. BOSTON. 
AUTOMOBILE ACCESSORIES. 


Tires.—Mansfield line, balloon, four 
ply, 29.4-40, $6.18 each net; 30.4-50, 
$6.89; 31.5-25, $10.20. Six ply, 29.4-46, 
$8.40; 30.4-50, $9; 31.5-25, $11; 33.6-00, 
$14.25. High pressure, straight sides, 
30 x 31%, $7.36; 32 x 4, $9.57. 

Tubes.— Mansfield line, 29.4-40, $1.16 
each net, in cartons of 12, $1. 11; 31.5- 
25, $1.58, in cartons of six, $1.53; 
33.6-00, $1. 93, in cartons of six, $1.88. 

Wash Cloths.— Kozak dry wash 
cloths, 2 doz. to case, with display 
stand, in less than case lots, $24 a 
case list. Discount 334 per cent. 
In case lots, discount 40 per cent. 

Tire Chains.—30 x 3%», $4.50 a pair, 
list; 31 x 4, $5.50; 32 x 4, $5.50; 33 x 
4, $5.75; 32 x 41%, $6.2 33 x 41 
$6. 50; 34 x 4%, $6.75; 33 x 5, $7. 50: 
34 x 5, $7.50; 35 x 5, $8. Balloon, 27 
x 4.40, $4.50; 29 x 4.40, $5; 31 x 4.40, 
$5.50; 28 x 4.75, $5.25; 29 x 4.75, $5.50; 
30 x 4.75, re 29 x 4. 35. 50; 30 x 4.95, 
$6; 31 x 4.95, $6.25; 95, -20; 
33 x 4.95, "36 50° 34 x 435, $6.75; 28 x 
5.25, $6.75; 29 x 5.25, $6.75; 30 x 5.25, 
$6.75; 31 x 5.25, $7. ‘One rd nine pair, 
discount 30 per cent; 10 to 49 pair 
in one shipment, 35 per cent dis- 
count; 50 pair in one shipment, 40 
per cent discount. 

Clocks.—Westclox line, with plain 
dial, $1.50 each net; with luminous 
dial, $2.10. 


BOTTLES (VACUUM). 
Bottles. — Vacuum, Thermos, No. 
2414 1p - -pt., 75ce. each net; No. 24, 
quart, 75c. extra cups, No. 24Q, $1.75 
a set: Blue Boy epecial display, $8.85 
net. Universal line, No. 521, pint, $1 
each net; No. 522, quart, $1. 67; No. 70, 
¥y, -pt., $1; No 571, pint, $1.34; =. 
572, Taart $2; No. 581, pint, $1.84; 
582 eg $2.67; No. 5191, pint, M8 
a doz.; No. 5192, quart, $28; No. 591, 
pint, $20; No. 592, quart, $30; No. 411, 
pint, $10. Universal line, picnic 
combination, No. 780, three blue and 
three red bottles, $7.80 a package net; 
No. 412C, six blue bottles, $9. A lunch 
set given free with each package. 


BOTTLE CAPS. 

Bottle Caps.— Crown, single lac- 
quered, in one gross lots, 16c. a gross 
net; in 50 gross lots, 15 to 15%c.; 
caps, $6.50. 





BRIGHT WIRE GOODS. 
Wire Goods.—Bright and _ brass, 
40 per cent discount. 


BUILDING PAPER. 
Bermico.—In lots of less than 500 
Ib., X, $75 a ton; A, AA and AAA, 
$70. In lots of 500 lb. and more, X, 
$.. A, AA, AAA, $65. 


BULL RINGS. 
Bull Rings.—No. 21, $2.70 per doz. 
ah Ry 22, $2.97; No. 25, $14.38; No 


COASTER WAGONS. 

Coaster Wagons.—Tornado, No. 31, 
$2.40 each net; No. 32, $2.75; No. 33, 
$3.15. Rambler, No. 50, $3.75. Speed- 
way, No. 52, $4.70. High speed racer, 
oy 141, $3.25; No. 143B, with brake, 
3.65. 


CORKS. 
Corks.—XX tapered, Ho. 5, 84c. per 
bag of 500; No. 6, 92c.; ae $1; 


Corks. — Straight, No. 1%4C, $6.90 
per 1000. 

Corks.—Assortment No. 7-20, $2.75 
per bag of 500. 


CROWBARS. 

Crowbars.— Wedge point, 10 Ib. 
bars, 88c. each net; 14 lb., $1.12; 18 
~ $1.50; 20 Ib., $1.75. Pinch point 

‘lb. bars, 70¢. each, net; 6 Ib., 
70e.; 7. 


FANS (ELECTRIC). 
Fans.—Westinghouse, 60 cycle, 8 in. 
stationary, in lots of three, $3.50 each 
net; in lots of 12, $3.25. Oscillating, 
8-in., in lots of three, $8.36; in lots 
of 12, $7.77; 10-in., in lots of three, 
$11.90; in lots of 12, $11.05; 12-in., 
lots of three, $18. 90; in lots of 12 
$17.55; 16-in., in lots ‘of three, $24.50; 
in lots of 12, $22.75. Forty-cycle, 
8-in., in lots of three, $4.55; in lots of 
12, $4. 23; 25 to 30 cycle, 8 in., oscillat- 
ing, in lots of three, $8.93; in lots of 
12, $8.29. Direct current, ‘oscillating, 
$24.60" of three, 12-in., $18.90; 16-in., 


Fans.—Pola Cub, stationary, 6-in., 
in lots of less than 12, $%.75 each net; 


The attitude taken 


It is also a 


it is openly admitted that 





Recovery in Business Is Somewhat Sluggish 
Outlook Is Problematical for Future 


in lots of 12, $2.65; 8-in., less than 12, 
$3.20; lots of 12, $3 053 10-in., less 
than six, $4.55; in lots ‘of six, $4.35; 
oscillating, 10-in., less ba six, $7; 
lots of six, $6.65; No. B-70, 16-in., 
less than four, $12; lots of four, $11.65. 


FLASHLIGHTS AND BATTERIES. 
Flashlights.—Cases, No. 2602, 62c. 
each net; No. 2604, 52c.; No. 2612, 
84c. ; No.’ 2616, 85c.; No. 2619, $1.10; 


No. 2695, $2.28; No. ” 2697, a 
2642, $2.08; No. 2644, $2. 40; No. 2645, 
$2.92; No. 6993, $1.17. 

Flashlights.—Colored, No. 2602, old 
rose, green blue, 62c. each net; No. 
2605, blue, red, green and black, 62c.; 
No. 2671, red green and blue, 84e. 

Assortments. —No. 1, $3.85 per as- 
9 net; No. 6, $4.82; No. 71, 

2 a 94, $2.93 each net; No. 
16, $5.05. 

Pen Light.—Assortment No. 2, 12 
pens in assortment, $6.36 per assort- 
ment net. 

Batteries. — Eveready, unit cells, 
No. 935, 6%c. each net; No. 950, 
644c.; No. 705, 194%4c.; No. 790, 13c.; 
No. 791, 13c. No. 700, 13c.; No. 703, 


19\%e. "No. 706, 13c.; No. 734, 40c.; 
No. 750, 13c.; No. 751, 19%4c. 
FREEZERS. 


White Mountain.—Two qt., $5.65 
each; 3 qt., $6.75 each; 4 qt., $8.25 
each; 6 qt., $10.45 each; 8 qt., $13.50 
each, and 10 qt., $18 each. These are 
list prices and are subject to dealers 
discount of 50 per cent. 


LANTERNS... - 

Lanterns. — Electric lighting, 
Three G line, cooper, ceiling, stained, 
No. 75, $2.90 each net; verde green, 
No. 393, $3.15. Broached, stained, No. 
546, $3.15; verde green, No. 566, $3.70; 
No. 226, $4. Colonial, No. 646, $4.25. 
Swedish iron, No. 1296, $5.50. Marine 
type with chain, No. 655, $5.35. 
Hanging English, brass, with candle, 
No. 114CB, $7.75. 


NAILS. 

Nails.—Wire, from store, $3.05 per 
keg base; from mill, in car lots, $2.25 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.50. Cement 
coated nails, in car lots, $2.75 per 
keg base, f.o.b. Pittsburgh; in less 
than car lots, $3. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and smaller, 
$6.25 per 100 Ib. base; larger sizes, 
$6.85. Mill shipments, 8d, and smaller, 
$5.75 base; larger sizes, $6.35. Hard- 
ened steel floor,.. direct shipments, 
$7.60 f.o.b. Wareham, Mass.; from 
store, $8.10. Western cut nails, direct 
shipments in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o.b. Wareham. 


SHOVELS. 
Ames. — D-handle, square point, 
plain back; long handle, square 


point; D-handle and long eo 
round points, four star, size 2, $25 a 

doz. list; el 3, $25.80; size 4, $26.60; 
size 6, $28 Three star, size 2; 
$21; size 3, “$21. 80; size 4, $22.60; size 
6, $24.20. ‘Two, star, size 2, $17; size 
3, $17.80; size 4, $18.60; size 6, $20.20. 
Discount 37% per cent. 


SPONGE BALLS. 

Sponge Balls.— Competitive, No. 
202, 80c. a doz. net; No. 203, $2. No. 
888, Junior Baseball, 75c. a doz. net; 
White Star, No. 8172, 40c., No. 8775, 
$7: White Star striped, No. 5, $3. 20, 
No. 6, $4; White Educational, No. 
8480, $2; Tennis ball, $2; Miller "giant 
beach, No. 3858, $12. 


TENNIS GOODS. 

Rackets.—Surprise, light, $2 each 
net; — light, medium and heavy, 
$3.35; All "American light, medium 
and heavy, $5.40; . ae wake” me- 
dium and heavy, $ e, light, 
medium and bay $6.75. 

Balls.—Penn, white, $4. 25 a doz. 
net; red, $4.50. Wright & Ditson, 
Championship, No. C., $4 a doz. net; 
Viscoe covered, red, 34°30. 

















HARDWARE AGE for JULY 31, 1930 67 


WATERPROOFED 












Down in Davy Jones’ Locker 


A good many divers go down to the bottom of the sea, 
knowing that their Columbian line will haul them safely 
to the surface. 





The waterproofing feature of Columbian Tape-Marked 
makes this good rope—better. It is a scientific advance- 
ment in which Columbian excels. Subject a length of the 
Tape-Marked Rope to any waterproof test. No matter 
how long or in what manner it is subjected, it will not 
swell nor harden for Columbian is flexible, wet or dry. 
It also retains its great durability and is guaranteed. 
Columbian is the proper rope to handle. The many divers 
who go down to the bottom of the sea, trusting their lives 
only to Columbian, substantiate this statement. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


BRANCHES: 
New York Chicago Boston New Orleans Philadelphia 


UMBIAN ROPE 
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Ten this to the 
next man who comes 
in to buy a hammer: 


A Maydole. won’t tire 
your arm, its hang has 
never been equalled .. . 
claws have a grip like a 
bulldog’s jaw, will pull 
the smallest brad or larg- 
est nail without slipping 
- « « just enough crown 
on the face to prevent 
marring the work... 
balance, strength, and a 
stubborn resistance to 
wear are built in. 


You'll sell more ham- 
mers if you display 
and recommend 
Maydoles. Your job- 
ber can supply you. 


‘rite for a free supply of Pocket 
Handbooks 23 “C”. 





PrN @ YOUR ud dole 


1 ay ado \ 
ican 


The David Maydole Hammer Co..Norwich NY 
4160 


























Electric Milk Cooling 


(Continued from page 42) 


placed side by side, or otherwise as 
conditions may require. 

The sale of this item, as well as that 
of similar electrified units for the 
farm, provides the opportunity for 
sales of relatively high unit value, 
which is the type of item needed by 
most hardware stores. 4 

Such a sale involves an unusually 
large sum, as compared with the ma- 
jority of hardware transactions, mak- 
ing the active solicitation of the busi- 
ness very much worthwhile. 

The operating costs vary with local 
conditions. It would be safe to say that 
the annual electric bill would not ex- 
ceed the cost of filling the ice house. 
Should it exceed it, however, the slight 
additional cost would be far offset be- 
cause of the fact that with ice there 
is daily labor and attention necessary, 
whereas with the electric cooler, once 
installed, milk cooling is accomplished 
in a clean, certain, economical manner 
without labor and with but little if 
any attention. . 


Assuming that the cost of electric 
milk cooling is comparable with that 
for cooling with ice, the additional 
income which the farmer receives for 
a higher grade, lower bacteria count 
milk will result in an appreciable: net 
profit. 

One dairyman, using a four-can, 
submerged-type cooler, found his elec- 
tric bill for July and August of last 
year averaged less than four cents a 
can. . 

One dairy farmer with 18 electric 
motors, operates three electric refrig- 
erators, including a six-can tank milk 
cooler. His electric bill for Febru- 
ary, when lighting was extensively 
used, amounted to $12.60. 

This farmer, prior to installing the 
electric system of milk cooling, hauled 
400 pounds of ice a mile daily. While 
it is not possible to say how much of 
his electric bill should be charged to 
milk cooling, it is obvious that he 
would not be without an electric milk 
cooler at any cost. 





Good Lights and Good Business 


(Continued from page 37) 


Theatres have long realized the 
value of signs in increasing their 
patronage and probably next in the 
utilizing signs as business builders, 
come the drug stores. If they have 
proved an asset for the two busi- 
ness establishments mentioned, it 
would logically follow that they 
would prove just as beneficial for 
hardware stores. 

The particular style and size of 
the sign is unimportant, providing 


| that it is neat and large enough to 








be easily visible from a distance. It 
is best to use the fewest number of 
words possible, which will permit 
the use of large letters and make the 
sign easier to read. In most in- 
stances, the single word HARDWARE 
will suffice. This one word implies 
that the establishment carries the 
usual items ordinarily carried in 
hardware stores, making it unneces- 
sary to enumerate the major depart- 
ments—Tools, Cutlery, and House- 
furnishings. 

The signs should preferably be in 
harmony with the store-front, and a 
unique design, if easily read, would 


add to its attractiveness. Notwith- 
standing the fact that most hard- 
ware stores are closed nights, an 
electric sign has much in its favor. 
It is not necessary that such a sign 
entail a costly expenditure or in- 
volve a substantial amount for main- 
tenance. Many of the business es- 
tablishments in the larger cities have 
found it helpful to keep their elec- 
tric signs burning both day and 
night. 

Hanging signs should be readily 
discernible from either side of the 
street, as well as up and down the 
street. Signs lettered on show win- 
dows should be on a level with the 
eye. 

Projecting signs, hanging at a 
right angle to the store front are to 
be preferred, except where the store 
occupies a corner location, when it 
should hang from the corner of the 
building in order to be visible from 
both streets. In some cities, local 
ordinances prohibit hanging signs 
on certain streets, but where possi- 
ble the plain or electric sign of the 
projecting type is very desirable. 
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New Catalogs and 


Dealers’ Helps 


Available from Manufacturers 


Juvenile Kitchen Sets and Tools 
Described in A. & J. Catalog 


A. & J. Mfg. Co., Binghamton, N. Y., 
a division of the Edward Katzinger Co., 
1949, North Cicero Avenue, Chicago, III., 
has issued a catalog with colored illus- 
trations. The booklet shows the A. & J. 
Mother’s Little Helper line of juvenile 
kitchen, general utility and making sets 
and tools, together with price informa- 
tion and methods of ordering shipments. 





Neal Obstacle Golf Explained 
In Mason Mfg. Co. Broadsides 


Neal Obstacle Golf sets are described in 
several broadsides being sent to dealers 
by The Mason Mfg. Co., South Paris, 
Me. Broadsides describe the line of nine 
hole indoor and outdoor obstacle golf sets 
offered. Prices are indicated as well ds 
the equipment included in each set. Meth- 
ods of laying out these courses are dia- 
grammed and described. Each of the 
broadsides has a mailing card for the 
dealer’s use in applying for further in- 
formation on the subject. An attractive 
folder has been issued showing the prices 
and giving the specifications of the vari- 
ous sets. 





American Mfg. Concern Issues 
Toy Catalog for Dealers 


The Falcon and Falconer line of toys, 
manufactured by the American Mfg. Con- 
cern, Falconer, N. Y., is described in the 
attractive 16 page catalog issued by the 
concern. The line is illustrated in colors 
and the specifications of the vehicles, toys 
and travel beds are given. 





The Story of 90 Million 
Little Wooster Salesmen 


A unique and attractive booklet, The 
Story of 90 Million Little Wooster Sales- 
men, has been issued by The Wooster 
Brush Company, Wooster, Ohio. It 
shows the advertising pages used since 
1925, in national publications and _ pic- 
tures the pages included in the 1930 cam- 
paign. The rear page of the booklet, 
which has a unique cover, showing sales- 
men in black and white, shows the 1930 
dealer helps, in the form of stands, movie 
slides, catalogs and decalcomania designs 
as well as the newspaper mats offered to 
Wooster dealers. 


Gem Stove Mfg. Co. Issues 
Catalog No. 36 


Catalog No. 36 has been issued by the 
Gem City Stove Mfg. Co., Quincy, II. 
It is a forty page booklet, with many 
colored illustrations. Specifications of the 
stoves, circulators, ranges, ventilators, 
fans and other related lines are given. In 
the front of the booklet are pages con- 
cerning circulation, circulators, heaters 
and drafts. These pages give important 
points to be considered in making pur- 
chases of circulators. 





Red Wing Catalog Shows 
Airplanes and Accessories 


The Red Wing line of model airplanes 
and accessories is shown in the latest 
catalog issued by Red Wing Model Air- 
plane & Supply Co., 4600 North Cornelia 
Avenue, Chicago, III. 
plete descriptions of many of the com- 
pany’s products are given in this attrac- 
tive booklet. Some of the models are 
illustrated in natural colors. Parts and 
accessories for the builder and user of 
model lanes are shown in the booklet. 





Fireplace Furnishings Catalog 
Is Issued by Jewel Organization 


Jewel Lighting Equipment Corp.,.39 E. 
19th St., New York City, has recently 
issued catalog 17, showing and describ- 
ing fireplace furnishings made. by the 
concern. It is a 24-page booklet, show- 
ing many items together with the num- 
ber, height and weight. Mantels, fenders 


Prices and com- ; 





A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker €& Sons, Inc., 


Brockton, Mass. 











and irons, wood baskets, portable fire- 
places, electric grates, electric logs, log 
rollers, fire sets and coal hods are shown 
in an attractive manner. 





White Cross Line Is 
Shown in Bulletin 47. 


National Stamping & Electric Works, 
3212 W. Lake St.,. Chicago, Ill., has re- 
cently issued Bulletin 47, showing many 
of the items made by the company. Re- 
tail prices, specifications and illustrations 
give a complete picture of many of the 
items made by the company. On the 
rear page White Cross counter display 
and window cards are described. Pages 
are made to fit in a loose leaf binder. 
Bulletin supplants previous issues en- 
tirely. 








Now 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every impor- 
tant price change in the 
trade is recorded in these 
columns weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most au- 
thentic published. 


Use them as a buying 
guide. 
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A wide range of use is 
found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 
precision in every 


manufacturing detail. 


ERIE. PENNSYLVANIA 
ranch Offices_., 


NEW YORK - - - 45 Warren St. 
CHICAGO - - 555 W. Randolph St. 
BOSTON - - - -. 76 Batterymarch 
SAN FRANCISCO - 703 Market St. 





| 
| 








Radio Has Kept Us Going 


(Continued from page 45) 


which have served their time and need replacement. By 
keeping a record of the amount expended for repairs 
during a definite period of six months or a year, this 
store has a good talking point on new sets. 

Believing that the satisfied customer is one of the 
greatest assets the dealer handling radio can have, the 
store confines its radio sales efforts to within a five mile 
radius, which they consider about the maximum dis- 
tance that proper attention and service can be rendered. 
It is interesting to learn that the store has found it 
unnecessary to make provisions for making service calls 
after store hours. Radio owners have apparently 
changed their attitude in this regard and are now quite 
content to wait a reasonable length of time to have their 
service calls given attention. ; 

In selling radio, the firm considers the set half sold 
when it is placed in the home on trial or for a demon- 
stration. If the prospect has an obsolete set, a compari- 
son of the tone quality of the two will often quickly 
close the transaction. Manufacturer’s literature is mailed 
to a live list of prospects every two weeks. Contests 
in cooperation with the local moving picture theater are 
held once a year and through this means the names of 
many prospects are secured. 

Another feature which has been found to have a help- 
ful effect in keeping the firm name before the public 
in connection with radio has been keeping the store open 
evenings on special occasions to receive radio returns on 
important events. Prize fights, elections, and various 
other features of national interest always bring a good 
sized crowd of listeners, from which some prospects are 
always developed. A loud speaker is placed in front 
of the store to receive the reports on the World’s Series 
baseball games. 

“In the majority of radio sales,” said Mr. Morris in 
conclusion, “the women either make or influence the 
final decision as to which set is purchased or if it is to 
be purchased at all—so keep the feminine element in 
mind when developing radio prospects.” 





Everhot Sandwich Toaster 


Everhot Sandwich 
Toaster No. 510 is made 
by The Swartzbaugh Mfg. 
Co., Toledo, Ohio. It will 
toast two large sandwiches 
at a time, in 14 minutes, 
patented heat spreading 
principle insures even 
toasting. Sandwich toaster 
is finished in chromium 
plated nickeled brass, with 
four way full floating 
hinges. It operates on 660 
watts at 110 volts. Meas- 
urements are: 434 inches 
high, 738 inches wide, 
10% inches long. Shipping 
weight is 8 lbs. Suggested 
retail selling price is 
$12.50. Discount to dealer 
is 40%. 
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All inYour 
Favor 





F YOU have the right attitude towards modern mer- 
chandising, and if you want to make your store 
deserving of the trade in your community, the prevail- 
ing discussions of the chain store are all in your favor. 


The right kind of lines are an important factor in 
your business, and hundreds of independent dealers are 
featuring Priscilla Ware because it offers the following 
advantages: 


1 A selling policy that protects you 
against unfair competition. 


A line of good dependable merchandise 
that appeals to the majority of women. 


An open stock proposition that enables 
you to carry a representative line with 
a minimum investment. 


A line on which you can add a satisfac- 
tory margin of profit and get unusually 
good turnover. 


An unlimited guarantee that insures 
customer satisfaction. 


Real co-operation with a Merchandising 
Plan that increases sales and builds 
good will. 


aM »_ WN 


With Priscilla Ware this is 
all in your favor. 


MILE 


I P Ware 


Speaks for Itself 





Moderately Priced Aluminum Cooking Utensils 


Approved by Good Housekeeping Institute 
and Priscilla Proving Plant 


Leyse Aluminum Co. 


Established 1903 23 Kilbourn St., Kewaunee, Wis. 
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HE No. 35 Turner Blotorch is selected by those 
who know the value of time. The patented self- 
generating feature of the No. 35 saves both time 
and temper. There is NO DRIP CUP to fill and spill. 
The No. 35 is ready for use in one-fifth of the time 
required to generate an ordinary blow torch. The 
working blast can be turned on or off as long and 
as frequently as desired. 


The Turner No. 35 Blotorch employs a patented 
internal carburetor and generator. There is never 
any smoke or yellow flame. An intensely hot blue 
flame is delivered by the generator directly to the 
undervein. It acts as a pilot light keeping the torch 
constantly generated. 


For More Information—-Send the Coupon 


The Turner catalog, showing the complete line 
of Turner products, will be sent to those interested. 
Just fill in and mail the coupon. 


THE TURNER BRASS WORKS 
801 Park Ave., Sycamore, III. 
Western Branch—1284 Sunset Blvd. 
s Angeles, Cal. 





Please send me complete information and 
prices. 


NEE a olla 0 Mow de ote w 1d. a Rb ea & 4 ocd aa wl ae 


EN a,0iad 404s + node ccd ceee en 
Oe ee ee er ee ee ee 
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Propaganda Against Aluminum Ulnitrue cominues jrom pose 54 


a certain amount of the metal will be dissolved and will 
pass over into the food. It is very doubtful whether a 
sufficient amount of metal will be found under such cir- 
cumstances in foods as to produce a deleterious effect on 
the health of persons consuming this food.’ ” 

A dentist in Toledo, Ohio, is said to have edited and 
published a pamphlet attacking the use of aluminum 
utensils as dangerous. The pamphlet of 36 pages was 
to sell for $1, but numerous copies of it were sent 
gratis to libraries and public institutions, giving evidence 
of an unscientific and unproved nature. An aluminum 
manufacturer submitted the pamphlet to Hygeia, pub- 
lished by the American Medical Association. In answer- 
ing the question as to its danger that paper said in its 
questions and answers section: 

“There is not the slightest scientific evidence to support 
the view that the use of aluminum or. any other kind 
of cooking utensil has anything to do with the cause 
of cancer. The statistics and the experiments cited by 
Betts have nothing whatever to do with proof as to such 
a relationship. Doctor Betts is not a physician, and there 
is no reason for giving the slightest attention to either 
his views or his experiments of the relationship of alumi- 
num to cancer.” 

A recent issue of a magazine contained the views of 
a man styling himself as a medical doctor. His creden- 
tials were traced and he was found to be the graduate of 
commercially operated institutions of a none-to-highly 


recognized nature. He was the maker of several patent 
medicines, for which rather extravagant claims were 
made. His attacks were like those of the dentist. 

In answer to the question as to whether it were true 
that the use of aluminum utensils had been discontinued 
in the Mayo Hospital, Rochester, Minn., a letter from 
a Doctor Wilder of that institution stated: ‘These 
rumors regarding our opinions on the subject of alumi- 
num cooking.utensils have reached our ears before, but 
they are completely without foundation. We have never 
expressed an opinion for or against these utensils.” 

In a recent issue of Good Housekeeping magazine, an 
article, “The Truth About Aluminum,” by Dr. A. S. 
Cushman, was reprinted, with a foreword by Dr. Harvey 
W. Wiley. Doctor Cushman points out that aluminum 
discolors because of the action of lime in the slightly 
alkaline waters in some parts of the country and because 
of the chemicals used in water purifications in other 
parts of the nation. The black stains could be prevented 
by use, says the doctor, of a quarter of a teaspoonful 
of vinegar added to the water used for cooking opera- 
tions, an amount too small to affect the food flavor. 

Stiff bristle brush or steel wool with fine scouring soap 
may also be used to remove stains. Stains were found to 
be principally the result of alkaline qualities in water and 
the use of cooking soda. The doctor’s article urged 
housewives to keep utensils clean and never to use such 
dangerous poisons as oxalic acid in scouring. 

















STRONG ABCOC LADDERS 
LIGHT 
swe \ JUJSPRUCE LADDERS com 





TAKE NOTICE—ON AND AFTER SEPT 1ST, 1930, 
ALL CASTINGS AND STEEL EQUIPMENT USED ON 
OUR CLEAR SPRUCE LADDERS WILL BE 


CADMIUM (Rustless) PLATED 





Specify in your orders and see that you get Air Dried Spruce. 
This is where the strength and safety lies. These points are 
for your protection. 

1,500,000 feet of Clear Spruce now in our yards Air Dried 
and in the process of air drying. 


WRITE FOR LATEST PRICE SHEET 
W. W. BABCOCK CO. — BATH, N. Y. 
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It Should Be Stopped 


(Continued from page 35) 


described, finally giving him his card and referring our 
victim to the genial finance man. 

Here again he was told how hard it was to get loans 
on homes—no matter how good or ample might be the 
security—and finally said that in view of the fact that 
he had been sent by the vice-president of the bank, a 
loan would be made on the following terms: A mort- 
gage note would be made out for $6,000 to run not less 
than five years and to bear 6 per cent (legal) interest. 
‘The finance company, would, however, advance only 
$5,000. 

My friend protested that he only wanted the loan 
for one year, as he had sufficient income to take care 
of it in this time; but the courteous loan shark told him 
these were his best terms—he could take it or leave it. 

Once more he called on the bank official, who was, 
of course, duly and properly shocked, but who told him 
that while he would be glad to submit the matter to his 
loan committee, he could hold out little or no hope. 

It is interesting to figure out this concrete case and 
see just what this racket would have netted the gang. 
In the first place, the $1,000 bonus represents just 20 
per cent on the actual loan; then there is 6 per cent per 
year on $6,000, which would net them, with interest 
compounded, $2,151.10, making a total for bonus and 
interest of $3,151.10. 

Had my friend been treated honestly and given the 
loan by the bank for one year at 6 per cent—which he 
was clearly entitled to—it would have cost him just $300. 
In other words, they were attempting to rob him of 
$2,851.10—why? Because they thought he needed the 
money badly and because they knew he was not big 
enough to kick up a fuss and expose their vile racket. 

I am frank to admit that all my life I have stood in 
awe of the banker—realized his power, and firmly be- 
lieved in his honesty and good intentions to serve his 
community; but in recent years, I have seen so many 
cases where the banker has slipped off his pedestal and 
joined the rabble in all sorts of questionable undertak- 
ings, that I am beginning to feel we require as much of 
a rejuvenation of morals among the banking fraternity 
as we do among the poor victims whom they have helped 
to teach unsound economics, by forcing upon them bil- 
lions of personal credit in order that later it may be 
taken away to enrich themselves. 

And there is another angle to this question, which must 
not be overlooked—it is the question of waste. 

Just think of the waste—the actual loss to business 
and commerce, which would have taken place in this 
single transaction described! This particular swindle did 
not go through, but there are millions of others that do, 
and this means hundreds of millions of this kind of 
waste annually.—Reprinted by Permission, from Clover 
Business Service. 
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Extra profits hinge on 
ALLITH HINGES 


Allith hinges make good wherever swinging doors 
are used. Built with the same care and thorough- 
ness that has made our other garage door hardware 
equipment a synonym for trustworthy performance. 
The complete line includes styles especially adapted 
to garages, airplane hangars, railways and industrial 
buildings. For screen and double acting doors in 
residences, the Allith Spring Hinge is unusually 
popular. zi 


Heavy duty hinges are made of certified malleable; 
heavily ribbed for greater strength. Bosses under 
bolt give further reinforcement. 


Spring Hinges are made entirely of steel; oil 
tempered springs. Detachable and adjustable. Door 
can be taken down without removing screws, simply 
release spring tension and withdraw pin. 


Our designing department is prepared to help you 
with unusual hardware jobs, without cost or obliga- 
tion. 


No. 219 SH 
Surface hinge. Standard finish; black japanned; 6 sizes—30 
to 60 inches. 
No. 2020 
Tight pin hinge. Packed with screws; standard finish; black 
japanned; 5 sizes—8 to 24 inches. 


No. 519 


Malleable iron pintle. Furnished with standard bolts for straps. 
Standard finish; black japanned; 4 sizes—30 to 48 inches. 


ALLITH-PROUTY COMPANY 
Danville 


Illinois 
Manufacturers of 


Fire Door Hardware 
Overhead Carriers 
Door Hangers 
Malleable Iron Washers 
Stadium Seat Brackets 


Garage Door Hardware 
Rolling Ladders 

Spring Hinges 

Airport Door Hardware 
Industrial Door Hardware 


Castings 
and Garage Door Hardware 


Certified Malleable iron 


Manufacturers of the finest line of Airport 
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Hot of the Nail Ke 


Little yarns that others have laughed over 


culled from various sources. 


As a contem- 


porary puts it; “Some of them have been 


copied, the rest will be.” 












Apple: “S’matter with your 


rabbits—sick ?” 


Sauce: “Why?” 

Apple: “They got the hic- 
coughs.” 

Sauce: “Oh, them’s Belchin 
hares.” 

Customer: “Chicken  cro- 


quettes, please.” 
Waiter (calling to kitchen) : 
“Fowl ball!” 





In America the poor seem to 
be distinguished as those who 
can wash their own cars. 





“I’m going to speak to 
And _ what 


He: 
your father now. 
shall I tell him?” 

She: “Well, he'll want to 
know what you work at—by 
the way, what do you do?” 

He: “I’m selling electric re- 
frigerators now.” 

She: “Perhaps you'd better 
not mention that. Father drives 
an ice wagon. 





Teacher: “Surely you know 
what the word ‘mirror’ means, 
Tommy. After you have 
washed what do you look at 
to see if your face is clean? 

Tommy: “The towel, sir.” 





The head of a large business 
house bought a number of those 
“Do it now” signs and hung 
them up around his offices. 
When, after the first few days 
of these signs, the business man 
counted up the results, he found 
that the cashier had skipped out 
with $20,000, the head book- 
keeper had eloped with the ste- 
nographer, three clerks had 
asked for a raise in salary, and 
the office boy had lit out for the 
West to become a_highway- 
man. 





“Officer,” said a 300-pound 
lady, “could you see me across 
the street?” 

“Madam, I could see you 
three blocks away.” 








“Now, Willie, I want you to 
go in and get acquainted with 


the new nurse and kiss her like 
a good boy.” 
Willie: “Yes, and get my 


face slapped like papa did.” 





Minister: “I hear, Paddie, 
they’ve gone dry in the village 
where your brother lives.” 

Paddie: “Dry, mon! They’re 
parched. I’ve just had a letter 
from Mike, an’ the postage 
stamp was stuck on with a pin.” 





Mr. Stone met Mr. Wood on 
the boardwalk. A conversation 
ensued as follows: 

Woud: “Well, Stone, how are 
all the little pebbles?” 

Stone: “Fine, thanks; and 
how are the little splinters?” 

With that a bathing beauty 
strolled by and—would you be- 
lieve it? Stone turned to Wood, 
Wood turned to Stone and both 
turned to rubber. 





“John,” called his wife from 
the bedroom, “I heard that 
clock strike two as you came 
in.” 

“Yes, dear. It was beginning 
to strike ten, but I stopped it 
for fear it should wake you.” 





“Have you appeared as a wit- 
ness in a suit before?” 

“Of course.” 

“What suit was it?” 

“My blue serge. 





“IT suppose,” a father re- 
marked, “now that your boy is 
out of college, he expects to set 
the world on fire.” 

“No,” the second father dif- 
fered gloomily. “From all in- 
dications, I believe he’s going 
to be perfectly satisfied with 
just warming a chair.” 





Jimmy : “Pa, does money talk 
for you?” 

Pa: “Yes, son, but only in 
broken English.” 





“And so you are the lady 
who is giving my wife painting 
lessons? What sort of a pupil 
is she?” 

“Well, we find her very apt, 
to say the least.” 

“That’s funny. I always find 
her very apt to say the most.” 





“Did you know, dear, that 
tunnel we just passed through 
was two miles long and cost 
$12,000,000?” said. the young 
man to his sweetheart. 

“Oh, really, did it?” she re- 
plied, as she started to rear- 
range her disheveled hair. 
“Well, it was worth it, wasn’t 
"Si 


“Why so depressed, old man?” 
asked the friend of the pas- 
senger agent. 

“The horrible cost of living; 
constant bills for materials, 
paint and shingling.” 

“What, your house?” 

“No, my daughters’ !” 


“Mother, is it correct to say 
that you ‘water a horse’ when 
he is thirsty?” 

“Yes, darling.” 

“Well, then,’ said Jimmy, 
picking .up a saucer, “I’m going 
to milk the cat.” 


“What is it a sign of when 
your nose itches?” 

“Going to have company.” 

“And what if your . head 
itches?” 

“They have arrived.” 


Her hat was on one side, her 
clothes rumpled and her shoes 
were in shreds. 

“Were you knocked down 
by a motorist”? asked a sym- 
pathetic bystander. 

“No, picked up,” she snapped. 





A lady in the Minneapolis 
railroad station with two ba- 
bies in her arms was trying to 
get at her purse in order to 
purchase a ticket. 

The alert Red Cap, ever ready 
to assist, offered to hold one of 
the babies. 

The woman having obtained 
the ticket, relieved him with a 
smile of thanks. 

“Are those twin babies?” in- 
quired the man in an embar- 
rassed voice. 

“Yes,” replied the woman, 
“they were born on election 
day; we named one Smith and 
the other Hoover.” 

“Well,” replied Red Cap, “I 
guess I was holding Smith.” 





Flapper: “I’d like to see the 
captain of the ship.” 

Rookie: “He's 
miss.” 

Flapper: “I don’t care; this 
is a pleasure trip.” 


forward, 





Carpenter—Hello, Ed. The 
wife just took my car over to 
your garage. It needs fixin’. 

Garage Man—Yeah, she’s 
there, all right. But you bet- 
ter come, too, Pete. My garage 
needs fixin’. 


Paderewski was giving a pri- 
vate concert at the home of a 
young matron who had recently 
acquired great wealth, but 
whose knowledge of music was 
not equal to her money. 

“May I ask, Mr. Paderewski,” 
said the young woman, “who is 
the composer of that selection 
you played last? It is indeed 
wonderful.” 

“Beethoven, Madam,” 
swered the pianist. 

“Ah, yes,” she _ replied. 
“Wonderful. Is he composing 
now?” 

“No, Madam,” replied Pa- 
derewski gravely; “he is de- 
composing.” 


an- 
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LIGHT ELECTRIC & 
PASSENGER ELEVATORS 


Kimball Light Electric Freight 
Elevators with their various sizes 
and lifting capacities and the 
Passenger Elevators driven by 
Kimball’s Straight Line Drive 
machines with motor and ma- 
chine aligned as one integral 
unit give you years of depend- 
able and satisfactory service at 
low cost. Kimball Passenger 
Elevators with manual or push- 
button controls that refuse to get 
out of order will speed up your 
ME SG 3 ST 8 8 


The Push- 
Button Type 


















Write for particulars on the kind 
of elevator and machine you are 
interested in. 


KIMBALL BROS. 
COMPANY 
Builders of Elevators for 46 Years 
1205-19 South Ninth St. 
Council Bluffs, Iowa 


5-79 
































































Superior Brand 
Hardware Cloth 


It costs no more 
for standard size 
wire, Straight 
selvage, even 
mesh and _thor- 
ough = galvaniz- 
ing. 


mae a orgs ae ee 


Simply _ specify 
Superior Brand. 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
Mass. 








NON-SKID 


Serew Drivers 


speed up 


sales 
like they 
speed up 
the 
turning 
of screws 


The 
RIBBED BLADE 
wont slip out 
of screw Slot 





y 
N ON-SKID. Screw Drivers work faster—and 
that is why they sell faster. Show your cus- 
tomers the screw driver that will speed up their 
work, and your customers will speed up your screw 
driver sales! Just place the Bridgeport Red Crown 
Non-Skid Display Stand with Block and Screws 
on your counter. It’s free with opening stock of 
only one dozen screw drivers—costs you only $3.67 
and sells for $5.50. Order now from your jobber. 
THE BRIDGEPORT HDWE. MFG. CORP., BRIDGEPORT, CONN. 
The World’s Largest Makers of Screw Drivers 


Bridgeport 


THE CHOICE of MEN WHO KNOW TOOLS 


KKK 





KKK 





































The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth—when 
the wolves of Lenox were on the 









Popularity ‘ That 
Insures Greater 


Hack Saw Profits! 


Popularity that has 
spread to every corner. 
of the land—a demand 
for ‘the tools in the 
plaid box’’—from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting quali- 
ties are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan _ will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 
Mfg. Co. 


Springfield Mass. 
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Seyle B 


CAROLUS CUTTERS 


If your jobber supply you, write us direct for Litera- 
Prices. 

CAROLUS MBG. CO. Sterling, Ill. 
Salee Re Dunn @ Ce. 


NEW YORK, CHICACO 








SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality cousts 














That Angle 
FITS 
The Hand 






The grip of the B. & C. 
Adjustable “S” Wrench 
is comfortable—the ad- 
jussment is positive— 
the sfrength built right 
into it. Sell the best. 


Ask your jobber. 


BEMIS & CALL CO. 
Springfield Mass. 














Fig 1062 
Deming 
“Oil-Rite’ 
Deep 
Well 
Woter 

System 























Two Big Men and the Cash 


Discount 


(Continued from page 39) 


press, and particularly because it shows that I had 
estimated you correctly. This ‘Funny Business’ is 
never profitable. Some clerks or junior partners 
think they are smart in doing these things, but I 
do not. I’Y tell you what it reminds me of: I have 
a tenant in a building here in St. Louis whose con- 
tract is that he is to pay his rent on the first day of 
the month. On the morning of.the 9th I telephoned 
him that I had not received the check. He answered 
that he had sent it. The next day I got the check, 
dated the 8th but post-marked on the envelope 
‘January 9th, 3:30 P. M.’ That man underestimated 
my brain power or my intellect. Perhaps he thought 
he was smart, but he was not.” 


That’s the story, told over the signature of two big 
men. It teaches a lesson of courage, of adherence to 
policy, of fidelity to principle. 

The cash discount stands on its own merits. It should 
be taken only when earned; it should be allowed only 
when earned. It is as wrong-to concede it unearned 
as to take it without earning it. If it is to remain as 
a business policy, it will be because it is honestly ad- 
hered to. If it is ever discontinued, it will be because 
those for whose benefit it was originated lack the moral 
fiber of such men as E. C. Simmons and Hamp Williams. 





Little Brute Floor Surfacer 


National Sanding Machine Co:, 4353 Avondale 
Ave., Chicago, IIl., makes the Little Brute model 
floor surfacer, weighing 115 Ibs. and operating 
from an ordinary electric socket.- It is equipped 
with two motors, a 34 hp. heavy duty power plant 
and another for operating the evacuating mecha- 
nism. Frame is rigid and unbreakable, formed 
and finished from a single piece of vanadium steel, 
with no bolts, screws or rivets. Sanding roller, 
measuring 7 inches wide and 6 inches in diameter, 
is equipped with special paper holding clamp, 
which grips sandpaper, without wedging. Handle 
is adjustable to operator’s height; positive 
aluminum dust collecting system operates <a 
forward or backward and blower housing and (eA 
idler bearings are eliminated by mounting fan 3 
directly in front of chute. There are SKF 
double row self-aligning bearings on roller, only two of which need to be 
lubricated with grease every three to six months. Machine is chain 
driven by link belt heavy duty chain and sprockets, with silent drive. 
Standard equipment includes: iron pattern for cutting paper, paper- 
bending board, National dust bag, 50 feet of trailing wire, 15 yards of 
assorted varnish removing and finishing sandpapers, clamp wrench, en- 
closed snap switch, attachment plug. and set of instructions. Roller 
operates at 1200 hp., vacuum motor, ¥% hp. has speed of 8500 r.p.m. 
Unit measures 10 inches wide, 22 inches long and 18 inches in height, 
without handle. Handle is oak, machine finish is battleship gray Duco. 
Machine weighs 170 Ibs crated. It lists at $147.50, discount to dealer 
15%. A subsidiary, National Floor Service, rents these machines and 
provides surfacing service through service stations in many cities of 
100,000 or larger with a plan using display cards, window decalcomanias, 
etc., for use of hardware stores in getting business of this nature. 
Other models are available. 
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Wat isa 


Customer Worth? 


[Tose are only two ways to increase your volume of 





business. The first is to develop the business of each 
customer so that he buys more goods from you. The 
second is to increase your number of customers. 








One way to do this is by offering them the opportunity 
Sh ort but to find out exactly what they weigh without the necessity 

= of fumbling around for a penny or feeling that you ex- 
pect a profit—no matter how small—whenever they do get 









a “Free Wate With Our Compliments On 
A complete line is always Our Hanson Automatic Scale. Just Step 
available in both quality On It.” 
and price range. A hardware store which used this scale 
’ wrote us that it had developed several 
Also Double Pointed Tacks 


/ tothepoint weighed. 
On the front of the scale pictured is a 
You can have Atlas , LD neat transfer calling attention to the fact 
F Tacks and Small Nails that free weight is given with the compli- 
a 0 micet the needs of all \ f ments of the store. With each scale is 
e / packed an attractive card for use in win- 
4 ] your customers. dow or on the counter. This card says, 


j 








dozen new customers from those who 
came into the store to get weighed free 


a / 


/ 












and Staples, Rivets and Burrs, and developed the habit of coming in 
Escutcheon Pins, Furniture every few days for the same purpose. 
Nails, etc. 7 If you are interested in building cus- 


tomers for your store, please ask us to 
send you complete bulletin on this scale 
and quote a PRICE that will open your 
eyes. 














ATLAS TACK 
- CORPORATION . 


FAIRHAVEN, MASS. ST. LOUIS, MO. 


Hanson Scale Company 
525 N. Ada St., Chicago 




















Hardware Age Verified List Wh y not 


OF WHOLESALERS AND RETAILERS 
Shows the names, addresses, capitalization, territory cov- ma ke R E A L mon ey ? 


ered, percentage of wholesale business, number of travel- 


ing men, names of executive officers and buyers, and the : = : 

lines handled by. the Hardware Wholesalers. Buying and selling AS 

ira mayo not always the biggest 
or instance, on pages 7 to 79 it indicates by key ss 

numbers what classes of merchandise each hardware profit maker in the re- 

wholesaler handles. There are explanatory key numbers tail business. Cus- 


covering every class of merchandise that constitutes a 
modern hardware stock. 
Then, the Hardware Retailers on pages 80 to 353 who are 


tomers, as well as mer- 
chandise, need con- 





rated 1, 2, or 3 represent the livewire dealers doing 75% . : 
to 80% of the retail hardware trade of the U. S. sideration and study. 
CONTENTS OF VERIFIED LIST All good store mana- 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S. Canada and Foreign. gers know the value of 
ain Hardware Stores nit tates an nada. ‘x 
5, 10, 25¢ to $1.00 Syndicate Stores carrying hardware clever store arrange 
rtment Stores carrying hardware and housefurnishings. i 
Stenalecterens’ Agents in 6. S., Canada and Foreign. ment and modern dis 
Automobile Accessories Jobbers. play methods 
Mill, Steam, Mine and Machinery Supplies Dealers. : 
Sporting Goods Distributors. ror 
ail Order Houses handling hardware and housefurnishings. Modernizing a hardware 
Woodenware and Willow-ware Wholesalers. . ° 
Paint. ou end Varnish, ag 1 store is not expensive,—yet eet Beno 
adio aratus an arts jobbers. : : 4 - : 
Plumbers end Tinners Supplies Jobbers. it invariably produces a beg mage ond SS ae 
Membership Lists of Hardware Associations. substantial increase in the have to be told that old fix- 
pec eae Mien ty, Rel gre gover Magnan pe volume of — merchandise and" it ap\amet ak tnt 
also r’ — guide - —- a, yon id mauunse- moved—and volume alone nothing, to Hinvedtgate, —and 
t r’ ies manager shou ave one on his desk, and every eller’s eference Boo 
pos teddy coud profitably carry a copy in his grip. Since can produce real profits. will give you many good ideas. 


the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the tities insle 
Tenth Edition. Building Equipment 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department : as 700 Bryant St., Montpelier, Obie 
239 W. 39th i New York, N. Y. “Leone W. C. Heller & Co. 
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BIG ELECTRIC MO 
GREAT Delta LIGHTS THAT ARE 
GREAT SELLER with Mow 
0} se y-ee 3 & on of - Som orom 
> Dept. 711i 4 


MARION IND.USA. 








ARMSTRONG BROS. Improved 
All Steel PIPE WRENCH 


Improved ball and socket action elimi- 
nates usual “frame.” Nut cannot fall 
out. Side pull strain taken up by 
forged lugs. No _ exposed 
springs. Replaceable Tool 
Steel Jaws : 


























You will thrill at the 


“nae A aya “feel” of this wrench— 
P-10 at its mit strength, 


simplicity, and efficiency. It 
is truly an improved tool typi- 
cal of the "ARMST RONG BROS. 
Line of Better Pipe Tools. 

ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 





















WAGON HARDWARE 
A Complete Line 








you can greatly simplify 
your buying by getting 
all wagon hardware from 
the Hall seem tg: Com- 

pan We make 
a pon line of 
wagon repair parts including steel clevises, 
end-gates, strap-bolts, wagon-rack iron, etc. 
And every item of Hall Wagon hardware 
you sell not only means a satisfied cus- 
tomer but a worth-while profit for you. 
Do you have our catalog? Better write 
for it at once. 


HALL MANUFACTURING CO., Cedar Rapids, 





CUNT 










la. 
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WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 
Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 
Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 








Coming Conventions 


Tutrp ANNUAL CONVENTION OF THE AMERICAN 
ASSOCIATION OF Master LocxsMiTus, Hotel Pennsyl- 
vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 

AMERICAN HarDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 

Irtinois Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 

MINNESOTA RetTaiL HARDWARE ASSOCIATION Con- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 

Missourrt ReTatL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

NATIONAL Exectric LIGHT ASSOCIATION CONVENTION 
AND Exurisition, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 


1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 
NATIONAL HarDWARE ASSOCIATION CONVENTION, 


Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

New ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 

New York State Retail HARDWARE ASSOCIATION 
CONVENTION AND ExposiTIONn, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NortH Dakota Retait Harpware ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 
1931. C. N. Barnes, secretary, Grand Forks. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociATION, INnc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 

South Dakota RetaiL Harpware ASSOCIATION 
ConvEeNnTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles 
H. Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. : 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 








WICKWIRE BROTHERS 
Cortland, N. Y. 


Make All Grades 
Steel Screen Cloth from 


Copper Alloy 
Open Hearth Steel 














COLORED 
METAL KBY 
SIGN 
Actual Size 









The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal Lock & Hardware Co. 


12 Warren St., New York City 
ved ~ 
_— Lateher 
Locks Padlock: 
Bead 








WoostTeR BRUSHES 


for 


PROFIT 

TURNOVER 

PRESTIGE 

The Paint or Hardware Dealer who 
buys the WOOSTER BRUSH line and 
sticks to it finds that brushes quickly 


become an important, profitable part 
of his business. 


The WOOSTER BRUSH COMPANY, Wooster, Ohio 


“Makers of Good Paint Brushes for over 79 Years” 
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CLASSIFIED O 


PPORTUNITIES | 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





BUILDERS’ HARDWARE MAN well posted in the game open for a 
lucrative proposition with an expanding firm. Past ten years on major 
contracts. A reply from you will turnish you with my credentials. 
No objection to the location or size of city but desire a live connection 
looking for business. Address Box 1-894, care of HARDWARE AGE, New 
York City. 


YOUNG MAW, age 26, single, high school and college training, ex- 
— in retail hardware trade, desires position as salesman with retail 
rdware firm. Prefers North Carolina, Virg.nia or Tennessee, but free 
Address Box I-900, 





to locate anywhere. Can furnish best of references. 
care of Harpware AGE, New York City. 


SALESMAN—twenty-two years of age, High School education, two 
and one-half years’ experience in general hardware—now employed, would 
like to go West or Southwest, but would consider any location. Reference 
from present employers. Address Box 1-899, care of HARDWARE AGE, 
New York City. 


SITUATION WANTED—SALESMAN, acquainted with Hardware 
Jobbing Trade in Eastern Pennsylvania, (New Jersey, Delaware, Maryland, 
Washington, C., and Virginia, desirous of forming new connection. 
Prefer to travel on commission basis. Excellent references. Box 383, care 
of Harpware AGE, 1402 Widener Bldg., Philadelphia, Pa. 











Hardware Man with ten years’ experience selling to the better trade 
hardware stores and Jobbers throughout Pennsylvania, New Jersey, Dela- 
ware, Maryland, New York & Washington, D. C., is open for a sales 
position with reputable manufacturer. Has specialized in Electrical Tools 
and hardware specialties and also had practical factory training. 
dress Box 1-901, care of HarpwareE AGE, New York City. 


SALESMAN with fifteen years’ experience in Shelf and Builders’ 
Hardware, Mill Supplies, Paint, etc., wants to represent manufacturer 
in North Carolina, South Carolina and Georgia. Address Box 1-896, care 
of Harpware AcE, New York City. 








SALESMAN with twenty years’ experience in both wholesale and re- 
tail hardware, wants to Represent Manufacturer in Specialty line that 
assures repeat business. What have you: to offer Mr. Manufacturer! 
Address Box I-897, care of Harpware AGE, New York City. 


SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes.........eeeececeseesseees $3.00 
l1-Inch Box Display......... Soc biee Sb 0c cb sedossceccoacee soe 5.00 


Four Consecutive Insertions, 10 Per Cent Discount 








Sales Representatives Wanted 


A large and well established manufacturer selling a semi-technical 
specialty, nationally advertised, has several territories open on strict 
commission basis for salesmen who have had experience in selling 
to the retail hardware trade. In your reply state age, past experi- 
ence, and line or lines you are now handling. Also state exact 
territory covered. This is a real opportunity for the man who can 
sell a nationally kngwn specialty of highest quality in its field. 
Address Box I-892, care of HarDWARE AGE, New York City. 











SALESMEN WANTED 


We have openirgs for a few good salesmen regularly calling on 
Wholesale and Retail Hardware and Mill Supply houses, to sell 
Manila and Sisal Ropes at competitive prices; domestic manufacture ; 
good advertising support. Also Sash Cord, Cotton Rope, etc. Com- 
missions paid promptly. Reply by letter, stating territory now cov- 
ered, giving references and experience selling Rope, if any. Address 
Box 1-902, care of Harpwarm Ags, New York City 











AN OPPORTUNITY FOR YOU 

If you are looking for a real sales opportunity, we know that what 
we have to offer will be of interest to you. Our product is a 
nationally advertised specialty, sold to the retail hardware trade. 
We have three territories open on a commission and bonus arrange- 
ment. If you have a background of merchandising and selling 
experience, it will pay you to write us. When doing so, state your 
age and past experience in detail, together with the territory you 
are now covering. Address Box 7396A, care of HARDWARE AGE, 
Otis Building, Chicago, Ill. 








HARDWARE MAN of twenty years’. experience in retail and whole- 
sale hardware business desires a change—honest, sober and industrious 
and capable of holding a position of trust and take charge of men—can 
— _ references. Address Box I-885, care of HARDWARE AGE, 

icago, Ill. 


SALESMAN AND ESTIMATOR with twelve years’ experience, desires 
position with Builders’ Hardware manufacturer or jobber. Thoroughly 
familiar with shelf and builders’ hardware, Qualified to take off any 
operation from bungalow to skyscraper. €an make up specifications and 
schedules. - Address Box I-889, care of Harpware AcE, New York City. 


BUILDERS’ HARDWARE SALESMAN .with nine years successful 
experience desires new business connection. I have traveled the south- 
west extensively; also parts of the middle west. Good reasons for de- 
gring aaa change. Address Box I-879, care of H’arpwAre AcE, New 

or ity. - 











HELP WANTED 


Special Rate. One Cent a Word: Minimum Fifty Words 





IF YOU ARE now successfully selling wholesale hardware jobbers in 
volume, and are looking for a greater opportunity, there is an opening 
in the organization of an Aa Al manufacturer. The line now leads the 
field and has exceptional possibilities for continued increase at this time. 
Sell yourself by a clear and concise record of your experience. Give age 
and salary now earned. Our own men know of this ad and all replies 
will be held in confidence. Address Box 1-887, care of HARDWARE AGE, 
New York City. 








SALESMEN WANTED. We have opening for good sideline. Sales- 
men calling on the jobbing trade. Small household article. Wonderful 
repeater, household necessity, patented item. All territories open. When 


replying give details on territory covered, experience, references, etc. 
All replies held confidential. Commission basis. Newark Products Com- 
pany, 202 Bigelow Street, Newark, N. J. 





ESTABLISHED andiron and fireplace fixture manufacturef has several 
territories open (except Metropolitan New York) for men calling on hard- 
ware wholesalers, retailers, housefurnishing and department stores. High- 
grade line—good margin. State age, experience and lines now carried. 
Address Box I-866, care of HArpwArE AGE, New York City. 





ESTABLISHED manufacturer of housefurnishing article seeks three 
additional reliable sales representatives in middle west to sell jobbers and 
department stores. Good repeater—fair margin. Endorsed by. well known 
jobbers. Advertised in Harpware AcE. Write details to Box I-844, care 
of Harpware AcE, New York City. 





SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines.... 
1-Inch Box Display........02seeee008 
Four Consecutive Insertions, 10 Per Cent Disc 












BUSINESS OPPORTUNITIES © 








Set Solid, Minimum of Five Lines........ eT TLL y ere $3.00 
l1-Inch Box Display....... 56s) 6s ees err ST Pee ST ere 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 
ir 
Industrial Hardware and Sheet Metal Business 
Established 50 years. Over 200 Al Industrial accounts. Yearly 


sales $75,000. Rent reasonable. Located on South Side of Chicago, 
two blocks from 1933 World’s Fair Site. Industrial neighborhood. 
$28,000 cash. Desirable for branch. Stock, fixtures, trucks, machin- 
ery, good will, etc., included in price. Address Box I-898, care of 
Harpware Ace, New York City. 














FOR SALE—Duluth Store Fixture, sectional, 136 feet x 12 feet in all: 
seventeen, eight-foot sections, consisting of five, eight-foot glass wall cases; 
five eight-foot double counter high nail bins; three, eight-foot cabinet 
drawer sections; four, eight-foot floor show cases; one “U”’ floor show 
case; also National Cash Register, Burroughs Bookkeeping Machine with 
cabinets, Remington Typewriter, and Detroit Computing Scale. Standard 
Hardware Company, Kankakee, Illinois. 


D PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these each will be made for those whe 


7 





rugs y. A arrangement 
= | to add this profitable line. Gallup Mercantile Company, Gallup, New 
‘exico. 


WANTED 


Additional lines by direct factory representative covering 
six ‘New England States to Hardware, Jobbing and Manu- 
facturing trade. Commission basis. High grade lines con- 
sidered. Best references. Address Box I-895, care of 
HARDWARE AGE, New York City. 














MANUFACTURERS, ATTENTION! 


Experienced hardware sales representative now handling but one 
line and thoroughly acquainted with hardware and automotive acces- 
sory trade can give one additional line aggressive representation in 
Metropolitan New York and New York State on strictly commission 
basis. To be considered line must be fairly well established and pay 
reasonably well in return for active representation. nt connec- 
tion is agreeable to taking on additional line. Address Box I 891, 
care of Harpwarge Acs, New York City. 




















JAPANESE GENTLEMAN, established as manufacturers’ sales rep- 
resentative in Japan for ten years, specializing in Tools, — ardware, and 
Automotive lines, desires further connections with reliable American 


manufacturers. He is now in U. S. A. and will be pleased to call upon 
you if desired. Address Box I-893, care of Harpware Ace, New York 
City. 
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INDIANA 


X-tra Quality 
SHOVELS 


The X-tra Quality that we build 
into Indiana Shovels makes them 
hard to wear out. The steel is the 
product of our own mills—the 
handles are selected ash—nothing 
is too good for Indiana shovels. 
That’s why they sell. 


Ask your jobber. 


Light 
. Whether it be a light or heavy 
Electric duty type Elevator, Kimball 


builds to suit your requirements. 


F reight A corps of able engineers work 


out your specifications and fit 


Elevators the elevator to your require- 


ments. 


Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1205-19 South Ninth Street 

Council Bluffs, lowa The Ingersoll Steel & 
Dise Co. 


Successor to 
The Indiana Rolling Mill Co. 


Newcastle, Indiana 


nnn 


























DOMES f SILENCE " Every Break 


= Slide 4 ¥ . —_ — eee 
| Softly a permanant patches. 


- Be Inexpensive. Packages 
Silently __ of 2%, 5, 8, and 15 
Ibs. Will not shrink. 
Send for samples and 
prices. Pecora Paint 
Co., 4th Street and 
Glenwood Ave., Phila- 
delphia, Pa. 


$9.00 Per Gross Sets 
Retails for $14.40 


If your Jobber can- 


not supply you — 
write us direct. 


We also make all 
grades of Sliding 
Casters, Pin Slides, 
Felt Slides, Radio 
Felt, Insulated 
Slides, etc. 





OUR PACKAGE 


DOMES of SILENCE, INC. 


35 Pearl Street New York City 
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IN SUMMER 





This is the Hodell Chain- 

store, the most efficient 

chain merchandising unit 
ever developed. 


There is a Style of 
Hodell Chain for 
Every Purpose 


Coil Chain—Halter Chains 

Tie-Out Chains —Cow Ties 

Porch Swing Chains— 
implement Chain 

Pump Chain—Garage 
Hardware Chain 

Dog Chains and Leads— 
Kennel Chains 


ae your stock now for these fast- 
selling summer items: PUMP CHAIN— 
There will be lots of replacements after a 
hard winter; SASH CHAIN—Summer al- 
ways brings a big demand for it; COIL 
CHAIN=—A staple item always, but this 
season finds a thousand added uses for it. 


Supplying the need for chain is impor- 
tant, yes, but insuring customer satis- 
faction takes equal rank. Standardize on 
Hodell—the dependable quality chain. 


Hodell Chain with the new 
chain merchandising unit— 
the Hodell Chainstore, sells 
easier—in greater volume 
and with greater profits for 
you. Get complete infor- 
mation. Mail the coupon. 
aS CUA PROVES 59 


Established 18861 
Cooper Ave. & Penna R. R., Cleveland, O. 


eecey 
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lVame 
Address sas 
City 





I'm interested in selling more and better chain at a longer 
profit. Send me complete information on the Hodell Chainstore. 
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CHAINS THAT SELL 





COIL CHAIN 
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STAR SAWS 


a 











are a result of a manufacturer’s inherent | 





SE ee 


desire to produce a product that excels. 


Backed by half a century of manufac- 
turing experience, these blades are today 
the first preference in the minds of 
mechanics and metal workers . . . the 
first preference with hardware dealers, 
because they give quicker turnover and 
larger profits. 


Their prestige will assure 
you, too, of an increase in 
your saw business 


Ask your jobber. 


“The Blade with the Star on 
the End” 


STAR 


HACK SAWS 


AND 


BAND SAWS 














SLL TO 


CLEMSON BROS., Inc. Niw'vorn 














